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E-Shopping Impact on Shopping Malls: With Special 
Reference to Jaipur City 

 
Ms. Amita Chourasiya 

Research Scholar, Amity University, Rajasthan 
E-mail: amita1610@gmail.com 

 
Abstract 
 
Internet is one of the most transforming inventions of the mankind. Over the 
past few years, a decrease in the prices for software and hosting services has 
reduced the barriers to entry in the online environment. Retailers are being 
forced into investment spending in order to develop new channels to compete 
with the online entrants. Even the smallest of businesses can now have a 
presence on the web and conduct commerce. As malls were busy riding the 
wave, e-commerce made an entry - a dramatic and promising one. The Malls 
have already faced the heat of online-shopping. Since the entrants of e-stores, 
have malls been reduced to just hangout destinations rather being a shopping 
destination? Are shopping malls facing fear and uncertainties due to e-entrants 
with their attractive incentives and wide varieties? Thus the paper talks on the 
impact of footfalls of the various malls in Jaipur city and also explores 
customer’s views on online shopping as well as offline shopping. 
 
Keywords: E-shopping, E-Retailers, Ecommerce vs. Malls, E-commerce, E-
business. 

 
Introduction 
 
In an era of science and technology, on a verge of instant service, online shopping has 
become the driven force for the people. India is still in its initial stage with e-shoppers 
coming up in the market. Online shopping is the consumers shopping behavior to 
shop online. The people who find it easy to use, useful and enjoyable can accept 
online shopping. Although many report studies justified that the ride of e-commerce 
is not that high with the Indian users, but the dynamism has taken place in the Indian 
market. With consumer’s perspective, one is almost left with huge number of options 
among products, choice, brand, color. Consumer is also left with so many market 
platforms like malls, hyper market, departmental store, small retailers as well as the 
virtual platform. Online shopping provides a customer to buy goods and services on 
the internet. With the optimal allocation of resources, one can make a strong online 
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network market. Some of the leading online players currently in India are Flipkart, 
Snapdeal, Amazon, Zomato, Myntra etc. Even the current government of India since 
it came into power in 2014 has been positive with e-commerce business. On 29th 
March 2016, the Government of India has announced 100% FDI in online market 
through automatic route. In recent years, shopping online has become the norm and 
all over the world consumers prefers to shop online as it has many advantages. Such 
advantages for a consumer include time saving, less cognitive energy, less price 
compared to offline markets, easy return policies, etc. 
 
Literature Review 
 
The organized retail market can be said to be evolved in India way back in 1999 with 
first mall in Delhi and Mumbai having Ansal Plaza and cross road respectively. Since 
it hits the market, it changed the face of retail market in urban India. This face of 
organized retailing market or malls has seen a rapid increasingly common in large 
cities. India boasts herself with 570 operational malls with a total area of 180 million 
square foot compared to 225 malls that were up and running five years ago. Malls 
have changed the shopping experience, it is not only a place to shop but it offers a 
place to socialize and entertain. India offers an immense market opportunity because 
of increased income and standard of leaving has increased of the people. Since the 
arrival one roof shopping that is mall, it has impacted the small shops. But, as of now, 
since the arrival of online shopping, it now seems to impact the malls. E-shopping is 
referred to as online shopping or e-tailing, is growing every day in India. From the 
customer satisfaction and availability of services, online shopping is creating a major 
impact upon the retail stores. Since those early days, e-commerce has slowly but 
consistently taken a larger proportion of consumer time and spend. This surge in 
online spending has led to e-commerce encroaching on the doorstep of the traditional 
bricks and mortar shopping mall. The footfall have decreased in malls and have 
turned upto online markets. For e.g. Amazon has 94 million viewers in a month. 
Online shopping has surely driven the force among the youth in India. India also 
boasts to 19,600 tech enabled startups as of 2015. This shows the emergence of e-
tailers in the market. Many brands have also started tying up with online market 
players to sell their goods & service. By 2020, India is expected to generate $100 
billion online retail revenue out of which $35 billion will be through fashion e-
commerce. 
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Research Methodology 
 
Objectives of the Study 
 
1. To have a theoretical overview of E-Shopping and Mall Shopping with 

reference to Jaipur City. 
2. To examine the different factors affecting intention to use internet versus 

mall shopping.  
3. To study the effect on Shopping Malls due to the advent of e-stores. 
 
The research methodology comprises of the sources of data, methods adopted to 
collect such data, sampling techniques, statistical tools for analysis, data 
interpretation etc.  
 
Sources of Data- The data for the study have been collected from primary sources and 
secondary data. Primary data was collected from 150 respondents-2 malls selected 
from Jaipur to achieve objective 2. The respondents are the one who have interest in 
online shopping as well as mall shopping. For objective 3 primary data was collected 
from 50 shop keepers, situated in different malls in Jaipur.  Secondary data was 
generated from library research sources, text books, trade journals, articles from 
newspapers and from websites for objective 1. 
 
Primary data have been collected through- Direct Personal Interview method where 
interview took place with the owners of two different mall retail stores. The universe 
consists of all the malls situated in the Jaipur city from which two are selected at 
random for the purpose of the study. The other primary data have been collected 
through questionnaire method from the mall visitors who are the internet users also. 
 
Sample Size and Sample Unit- For the study a sample of 150 respondents has been 
selected on the basis of random sampling for the purpose of the research. The current 
study utilizes a non-probability sampling techniques that is random sampling. 
Random sampling is usually used for collecting a large number of data. It has ensured 
that the sample members possess that-First, sample members should be using internet 
and having enough knowledge about internet. Second, they were used to for shopping 
totally dependent on shopping malls.  
 
Data Collection Techniques- The data for the study has been collected through 
applying the following techniques: Direct Personal Interview and questionnaire. 
Representation Tools- The data collected are classified, tabulated and represented 
through chart and bar diagram. 
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Presentation of Data, Analysis and Interpretation 
 
Profile of the respondents 

 
Table: 1 Age Wise Preferences of Shoppers 

 
 
 
 
 
 
 
Source: Primary Data 
 

Fig. 1 Graphical representation of data Table: 1. 
 

 
 

Table 2: Gender Wise Preferences of Shoppers 
 

Gender Mall shopping Internet Shopping 

Male 43 28 

Female 38 41 

Source: Primary Data 
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Age Mall shopping Internet Shopping 
18-28 45 35 
29-39 23 29 
40-50 8 3 

Above 50 5 2 
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Fig. 2 Graphical representations of data Table: 2. 
 
 

 
     

Table 3: Occupation wise Preferences of Shoppers 
 
 
 

Occupation Mall shopping Internet Shopping 
Student 12 3 
Business 17 17 

Professional 20 22 
Employed 24 26 
Housewife 8 1 

 
Source: Primary Data 
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Fig. 3 Graphical representations of data Table: 3. 
 

 
 

 
 

Table: 4 Income wise Preferences of Shoppers 
 

Monthly Income Mall shopping Internet Shopping 
Below 25,000 15 5 
26,000-50,000 23 25 
51,000-80,000 18 24 
Above 80,000 25 15 

 
Source: Primary Data 
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Fig: 4 Graphical representations of data Table: 4. 
 

 
 
Different factors affecting Intention to use Internet versus Mall Shopping 
 
Comparative Analysis of customer preferences for shopping priority on the basics of 
following different factors as- 
1. Which option improves your searching performance of goods, Malls or 

Internet?  
2. Which is more quick shopping option, Malls or Internet? 
3. I intend to use the more frequently to shop for products, Mall or Internet? 
4. Which is more convenient for availability of different payment modes? 
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Fig.5, Source: Primary data 
 

 
 
 
The Effect on Shopping Malls due to the Advent 0f E-Stores 
 
The year 2008 saw huge growth rate in mall space coming up all over the country. 
The Mall culture seemed to be on height unless the online market came into 
existence. E-stores have also affected the shopping center landlords as they were able 
to focus on providing the right leasing mix, right design and targeting the right 
customers. As of 2013, India’s entire e-commerce worth was only $11 billion. Of 
this, a mere $2 billion was from sales of physical goods. According to ASSOCHAM, 
India’s e-commerce industry is likely to touch $38 billion mark in 2016. 
 
Table: 6 Table showing the analysis of the various aspects of the impact of online 
shopping upon different shops situated in shopping malls. 
 
S.No. Question Yes No 

1 Have you made any increase in discount rates 
offered to customer in recent times? 

44 6 

2 Do you keep more variety of stock at your store 
now-a-days? 

35 15 

3 Is there an increase in window shopping in 
recent times? 

30 20 

Internet shopping

Mall Shopping
Column1

0

20

40

60

80

100

Question 1
Question 2

Question 3
Question 4

Internet 
shopping
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4 Customers compare the product prices with 
online offered prices of the products?  

48 02 

5 Customers are here to only feel the product, so 
that they can order it online with extra discounts? 

28 32 

 
Source: Primary data collected from different (50) shopkeepers, in different malls in 
Jaipur. 
 
Limitations of the Study 
 
In spite of all sincere efforts, the study has some limitations: 
 The study is limited to Jaipur city only. 
 The study has been conducted taking on two shopping malls and 150 sample 

size based upon convenient sampling. 
 Time is a limiting factor as the study is conducted in a very short span of 

time. 
 
Importance and Findings of the Study  
 
This study is very much relevant to present time as this will make awareness about 
the impact of online shopping on Shopping malls in Jaipur. After comparative 
analysis of customer preferences for shopping priority the findings are as follows:- 
 
1.  Overall there is less number of E-shoppers as compare to Mall shoppers in 

Jaipur city. 
2. Females prefer online shopping more as compare to males. 
3.  Jaipur citizens prefer online shopping only for saving their time. Otherwise 

they find Mall shopping as more convenient and preferable option. 
4.  Recently , Malls shopkeepers has been introducing more offers and variety of 

the products, as they experienced that customers compare the product prices 
with online prices, also the customers are more aware with the variety of 
products from online. 

 
Conclusion 
 
Online shopping is becoming more popular day by day. The Mall culture is not that 
old in Jaipur. Jaipur is enjoying this mall culture. E-stores and Malls both have to 
survive, none at the cost of the other. It’s not just about the livelihood it gives to the 
thousands of people but also for service providers who can help small businesses 
navigate them with varied options for getting online at a reasonable cost. In the same 
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way that many of the digital tools and technologies available to retailers enable them 
to have more refined and targeted reach, the tools and apps themselves may target 
niche business owners and product categories. Preparing for online selling requires 
everything from content creation to business process implementation on top of the 
technological aspects convenience and the steadfastness of a fixed Mall shops. There 
is also an opportunity and capabilities of the tools themselves.   
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Abstract 
 
Management in all business and human organization activity is simply the act of 
getting people together to accomplish desired goals. There are numerous 
principles and theory of management with their own postulates and valid 
structure. However, there is no single theory which works in all situations. There 
are cases of managerial failure all across the world. Such failures are due to many 
reasons; internal as well as external. This paper aims to find the causes of 
managerial failure in public sector organisations in Jaipur, Rajasthan. Through 
questionnaire, primary data was collected from public sector bank employees. 
Significance of personality-job mismatch, lack of personal integrity and poor 
teamwork as a cause of managerial failure in public sector organizations was 
studied.  
 
Keywords: Managerial failure, personality-job mismatch, lack of personal 
integrity and poor teamwork.  

 
 
Introduction  
 
Management is the process of designing and maintaining an environment in which 
individuals, working together in groups efficiently accomplish selected aims (Koontz 
and Weihrich, 2012). According to Henry Fayol, who is known as the Father of 
Modern Management, management is ‘to forecast and to plan, to organize, to 
command, to co-ordinate and to control’. The foundation of his theory is that 
organizational activities can be divided into technical, commercial, financial, security, 
accounting or managerial activities. So, he used this concept.  
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The emergence of management as an essential, a distinct and a leading institution is a 
pivotal event in social history (Drucker, 2007). The formal management ideas came 
up in 18th century; prior to that management was practiced without theories. The most 
prominent changes in management came in 20th century, where F. W. Taylor; Henry 
Fayol contributed to management theories, much of the principles are still relevant. 
The earliest theory was proposed by Frederick Winslow Taylor, who started the 
Scientific Management movement, where his team studied the work processes 
scientifically. They studied how work was done and looked at how it affected the 
workers’ productivity. Taylor focused on the principle that making people work as 
hard as they can was not as efficient as optimizing the way the work was performed. 
 
However, all theories do not work in all situations. There are cases of managerial 
failure all across the world due to internal and external. While internal factors are 
within the control of the managers; external factors are beyond control. For instance, 
a manager may have good technical and administrative skills but he/she lacks 
interpersonal skills, the chances of managerial failure are more.   
 
There are multiple crises which are a sign of managerial failure (Loosemore, 2000). 
Performance is one of the major criteria that an organization uses in evaluating the 
contributions of employees. Given the difficulty of measuring the managerial 
performance accurately and objectively, organizations consider manager's 
contributions as accomplishment of goals. This is the most significant basis for 
compensation and reward management. There are various syndromes, which a 
manager has to take care. Breakdown in communication systems developed to handle 
potentially urgent information is an alarming signal (Finkelstein, 2001).  
 
Literature Review 
 
Bloch and Groth, (1998) explored the reasons for managerial failure in Germany 
context. According to the authors, there are numerous problems with respect to 
German management, which are indisputably the major contributory factors to 
Germany’s current difficulties, especially mass unemployment. The authors have 
considered a variety of issues in this context including the rampant and socially 
destructive preoccupation with cost cutting and rationalisation, negative managerial 
behaviour, the system of corporate governance, lack of innovation and finally, 
corruption and fraud.  
 
Longenecker (2001) studied the Post-Soviet Russia and the reasons for managerial 
failure therein. Based on a survey of 174 Russian managers, the author concluded that 
in rapidly changing environments organizations frequently fail to develop managerial 
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talent adequately increasing the likelihood of managerial failure. Management failure 
is common place and the demand for effective and skilful managers in Russia has 
never been stronger. The study highlights five major causes of managerial failure 
namely- Lack of experience, poor communication skills, lack of marketing skill and 
savvy, ineffective planning/control practices and lack of formal business training and 
education. 
 
Brightman (2004) explored the area of managerial failure and its root causes. 
According to the author, a failed management relationship is a primary cause of poor 
performance, work dissatisfaction and loss of talent as well as other organizational 
ills. The author concludes that there is a direct relationship among the three causes. 
Dramatic improvement in management quality, with its associated operational and 
financial benefits, requires an accurate understanding of the core drivers of 
management failure. 
   
Longenecker et al. (2007) have made most significant contribution by studying the 
causes and consequences of managerial failure in rapidly changing organizations. The 
authors collected data from 1040 managers from over 100 different U.S. 
manufacturing and service organizations to help identify the primary causes of 
managerial failure. It was found that the major cause of managerial failure is 
ineffective communication skills/practices. In most settings, managers will fail if they 
cannot communicate effectively. Other reasons were- poor work relationships, 
person–job mismatch, failing to set clear direction, failing to break old habits and 
adapt quickly, delegation and empowerment breakdown, lack of personal integrity 
and trustworthiness, unable to develop teamwork, unable to lead and motivate others, 
poor planning practices etc.   
 
Bao (2009) compared public and private sector managerial effectiveness in China. 
The author explored the similarities and differences in terms of managerial 
effectiveness between public- and private-sector organisations from the dimensions of 
motivation, constraints and opportunities. The results show that there are various 
constraints on managerial effectiveness, which lead to managerial failure. Such 
factors are Lack of teamwork, Ineffective leadership of the organisation, Level of 
relevant people skills, Lack of resources, Lack of communication and Shortage of 
appropriate staff are the main difficulties faced by managers. 
 
Ekaterini (2011) added insights into how organizations can diagnose if they have 
middle managers who are able to reach their objectives, to be outstanding in the 
competitive environment that they belong to, that is to give new roles and initiatives, 
using a qualitative approach. Qualitative evidence was found for managerial 
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competences, values and the way these competences are related to effectiveness and 
job satisfaction. 
 
According to a study by Bititci et al (2011) while operational and support processes 
deliver performance presently, it is the managerial processes that sustain performance 
over time. The findings suggest that the managerial processes and their constituent 
managerial activities identified through the empirical research influence the 
performance of organisations as an interconnected managerial system rather than as 
individual processes and activities.   
 
Hino and Aoki (2013) examined the leadership and managerial failure issues with 
consequences. They studied how knowing the causes of negative outcomes affects the 
evaluation of those outcomes and the extent to which leaders are blamed. They found 
that negative outcomes attributed to leadership are not necessarily evaluated more 
harshly than outcomes attributed to other factors are.  
 
Bamel et al (2015) conducted an investigation into the interaction of three factors: 
ownership (public and private sector organizations), gender (male and female), and 
level of manager (senior, middle, junior) in relation to the concept of effectiveness in 
the Indian context. The authors offered insight into issues of managerial effectiveness 
and provides suggestions for managerial action.  
 
Objectives of the Study 
 
 To study the major causes responsible for managerial failure in public sector 

organisations. 
 To study the significance of personality-job mismatch as a cause of managerial 

failure in public sector organisations. 
 To study the significance of lack of personal integrity as a cause of managerial 

failure in public sector organisations. 
 To study the significance of poor teamwork as a cause of managerial failure in 

public sector organisations. 
 
Hypothesis of the Study 
 
H01 (Null): There is no significant difference of Personality-job mismatch skills on 
managerial failure in public sector. 
H02 (Null): There is no significant difference of Lack of personal integrity on 
managerial failure in public sector. 



   JSSGIW Journal of Management, Volume-III, Issue No. I, Oct.-Mar., 2016     
 

 

15

H03 (Null): There is no significant difference of Poor teamwork on managerial failure 
in public sector. 
 
Research Methodology  
 
Sample size: There were 200 respondents selected from banking as a part of public 
sector organisation. These were the officers working in various branches of scheduled 
banks. There was no age and gender criterion towards selection of the respondents. 
Secondary data were collected from sources like- Internet, books, newspapers, 
brochures, journals, magazines etc. and questionnaire was used to collect primary 
data. There were 15 closed-ended questions (statements) measured on Likert five 
point scale. The questionnaire was pilot tested on few respondents and questionnaire 
was finalized. In this research, primary data collected was tabulated in Excel sheet 
and was analysed by using various statistical technique: z-test.  
 
Results and Discussion 
 
After applying z-test for testing null hypotheses, it was found that all hypotheses were 
rejected. Results are as follows:   
 
H01 (Null): There is no significant difference of Personality-job mismatch skills on 
managerial failure in public sector.  
 
The above hypothesis states that personality job mismatch does not show any 
significant difference on managerial failure in public sector. It is been assumed in the 
study that managerial failure is not caused by personality job mismatch in the sector 
considered.  

 
Table 1: Descriptive Statistics for Personality Job Mismatch in Public Sector 

 
Group N Mean Std. Deviation Std. Error Mean 

Public 
Sector 

200 11.7850 1.95651 .13835 

 
The table of descriptive statistic show the value of average, standard deviation & 
standard Error mean of personality job mismatch of public sector. In case of public 
sector the value of mean and standard deviation of personality job mismatch are 
11.7850 & 1.96 respectively. The value of mean in public sector depicts that 
personality job mismatch may lead to managerial failure in public sector organization. 
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Also the smaller value of standard deviation shows the responses for personality job 
mismatch leading to managerial failure.  
 

Table 2: One Sample t-test on Managerial Failure through Personality Job 
Mismatch 

 

One sample t test is calculated to test the hypothesis as to whether there is managerial 
failure due to personality job mismatch or not. The significance value of t-test is .000 
which is also less than .05, so there is significant difference of personality job 
mismatch on managerial failure in public sector. Thus the hypothesis stands rejected. 
When there is mismatch between job and personality type, it leads to critical 
performance. Similar study by Kulkarni et al. (2015) shows that incumbents should 
avoid any mismatch with job to keep away from undesirable situations.    
 
H02 = there is no significant difference of lack of personal integrity on managerial 
failure in public sector.  
 
The above hypothesis states that lack of personal integrity does not show any 
significant difference on managerial failure in public sector. It is been assumed in the 
study that managerial failure is not caused by lack of personal integrity in the sector 
considered.  
 
Table 3: Descriptive Statistics for Lack of Personal Integrity in Public Sector 
 

GROUP N Mean Std. Deviation Std. Error Mean 

Public 
Sector 

200 10.70 2.415 .171 

 
The table of descriptive statistic show the value of average, standard deviation & 
standard Error mean of lack of personal integrity of public sector. In case of public 
sector the value of mean and standard deviation of lack of personal integrity are 10.70 

 t-test for Equality of Means 
95% Confidence 

Interval of Difference 

 t Df 
Sig. (2-
tailed) 

Mean 
Difference 

Lower Upper 

Personality Job 
Mismatch 

79.753 199 .000 11.780 11.49 12.07 
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& 2.415 respectively. The value of mean in public sector depicts that lack of personal 
integrity may lead to managerial failure in public sector organization. Also the 
smaller value of standard deviation shows the responses for lack of personal integrity 
leading to managerial failure.  
 
Table 4: One Sample t-test on Managerial Failureof Public Sector Through Lack 
of Personal Integrity  
 

One sample t test is calculated to test the hypothesis as to whether there is managerial 
failure due to lack of personal integrity or not. The significance value of T-test is .000 
which is also less than .05, so there is significant difference of lack of personal 
integrity on managerial failure in public sector. Thus the hypothesis stands rejected. 
Personal integrity of manager holds much significance for the workforce. High degree 
of supervisor integrity affects performance directly and indirectly (Moon, 2013). 
 
H03 = there is no significant difference of poor teamwork on managerial failure in 
public sector. 
 
The above hypothesis states that poor teamwork does not show any significant 
difference on managerial failure in public sector. It is been assumed in the study that 
managerial failure is not caused by poor teamwork in the sector considered. 
 

Table 5: Descriptive Statistics for Poor Teamwork in Public Sector 
 

GROUP N Mean Std. Deviation Std. Error Mean 

Public 
Sector 

200 11.41 2.273 .161 

 

 t-test for Equality of Means 
95% Confidence 

Interval of the 
Difference 

 t Df 
Sig. (2-
tailed) 

Mean 
Difference 

Lower Upper 

Lack of 
Personal 
Integrity 

62.635 199 .000 10.695 10.36 11.03 
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The table of descriptive statistic show the value of average, standard deviation & 
standard Error mean of poor teamwork of public sector. In case of public sector the 
value of mean and standard deviation of poor teamwork are 11.41 & 2.273 
respectively. The value of mean in public sector depicts that lack of teamwork may 
lead to managerial failure in public sector organization. Also the smaller value of 
standard deviation shows the responses for poor teamwork leading to managerial 
failure. 
 

Table 6: One Sample t-test on Managerial FailurethroughPoor Teamwork 
 

One sample t test is calculated to test the hypothesis as to whether there is managerial 
failure due to poor teamwork or not. The significance value of T-test is .000 which is 
also less than .05, so there is significant difference of poor teamwork on managerial 
failure in public sector. Thus the hypothesis stands rejected. The findings are 
supported by Nurmi (1996), which says that teamwork offers the best outcome.  
 
The above results show that all the factors considered under study (i.e. personality-job 
mismatch, lack of personal integrity and poor teamwork) have significant difference 
on managerial failure in public sector organization as H01 to H03  all the hypotheses are 
rejected. 
 
Conclusion 
 
From data analysis, it can be seen that in terms of causes of managerial failure, all the 
factors i.e. personality-job mismatch, lack of personal integrity and poor teamwork 
were found responsible for failure in public sector in general. The study focuses on 
managers because they have to get the things done through the team. In a rapid 
changing environment it becomes imperative for managers to realize their potential 
and improve upon the causes which may cause failure. There are situations where 
some managers are good when working alone; and are failure in teams. There are 
many reasons for this. Some managers would like to take credit of success of their 
own; that’s why they avoid working in teams. They have resistance to team’s ideas 

 t-test for Equality of Means 
95% Confidence Interval 

of the Difference 

 t Df 
Sig. (2-
tailed) 

Mean 
Difference 

Lower Upper 

Poor 
Teamwork 

70.982 199 .000 11.410 11.09 11.73 
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and opinions. That’s why they often work majorly in isolation. In many cases, it is 
seen that team members’ expectations are higher. The behavioural and attitudinal 
expectations that team members hold may conflict (Valcour, 2002). The findings 
offers vital implications for managers of public sector banks and emphasizes that if 
such factors are not managed well, failures will be more. The finding shows that 
organization should consider all factors identified through various systems and 
processes.  
 
The study has delved into significance of personality-job mismatch, lack of personal 
integrity and poor teamwork as a cause of managerial failure in public sector 
organizations. In terms of public sector organisations, banking was taken as a 
representative sector, which may not be actual representative in some cases. The 
number of respondents selected for study was 200, which could be increased. There 
may be a possibility of biasness from respondents in filing the response. Further 
research can be done on large sample size in more cities and more states across the 
country. Causes of failure among supervisors and executives may be studied to get 
more comprehensive results. Comparative studies can be done within managers 
working in service sector and manufacturing sector.   
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Abstract 
 
Knowledge Management and Innovation are two key activities for companies. 
This document provides  a  practical  tool  for  improving  the  various  forms  of  
Knowledge  Management  within  the Innovation processes of companies. It is 
addressed principally to those companies with relatively well-developed and 
sophisticated units and procedures for innovation, such as R&D departments. The  
document  arises  from  empirical  and  theoretical  research  into  the  
relationships  between Knowledge Management and Innovation.  This research 
developed a distinct and specific focus on Knowledge  Management  Practices  -  
the  various  activities,  procedures,  techniques  and  systems which are 
explicitly intended or utilized for creating and processing knowledge. 
 
Keywords:  Scientific Management, Knowledge Management, Innovation 
Practices, Technology, Market, Company Process. 

 
Introduction 
 
Knowledge management (KM) is a developing body of methods, techniques, tools, 
and values which organisations use to acquire, create, develop, share, transfer and 
apply knowledge to provide a return on their intellectual assets. For organizations to 
innovate – and thus sustain competitive advantage – requires the ability to quickly 
adapt to the business environment and save time-to-market. This adaptation requires 
learning, problem-solving, and the production and integration of relevant new 
knowledge in response to business problems. Knowledge Management Practices 
(KMPs) within Innovation processes include a wide range of activities such as the 
writing and dissemination of technical reports, the second of R&D staff, and the use 
of Information Technologies. KMPs are a valuable management focus for improving 
performance within innovation processes:- 
 
 KMPs  can  be  observed,  so  they  provide  a  tangible  framework  to  help  



   JSSGIW Journal of Management, Volume-III, Issue No. I, Oct.-Mar., 2016     
 

 

22

companies  reflect on    
 knowledge management within innovation processes. 
 Common  features  of  KMPs  in  different  companies  can  be  identified  and  

best  practices transferred from one setting to another. 
 Regular  audits  of  KMPs  can  help  to  broaden  and  continuously  improve  

practices  which contribute to innovation performance. 
 An understanding of the role of KMPs can help companies to move 

successfully in directions which  depart  radically  from  the  paths  defined  by  
the  firm's  previous  cultural  and  technical traditions. 

 This Audit Tool addresses the relevance of KMPs to the management of R&D 
and innovation in companies from all industrial and business sectors. It is likely 
to be of most relevance to environments involving substantial R&D operations, 
but could also be of value to smaller enterprises or firms without a substantial 
independent R&D group.  

 
This Audit Tool was developed with feedback from the five companies which 
participated in the research.  Our intention is that it should be distributed and used 
free of charge or encumbrance, and that useful modifications should be incorporated 
as easily as possible without changing this form of distribution.  Hence, whilst we 
retain the traditional Copyright privileges over this document there are two alterations 
to those traditional privileges.  Firstly, the document may be freely copied provided 
that (a) no charge is levied on distributed copies, other than to cover reasonable costs; 
and (b) this paragraph is included in all copies.  Secondly, we recognize that useful 
additions and modifications may be made during implementation and incorporated for 
one particular companies use:  we would be grateful for notification of any such 
changes, which we can then incorporate in later versions with full acknowledgement 
of  the  source. Finally, we  also  welcome  more  detailed  feedback  on  the 
experience and outcomes of using the Audit Tool, which we will then be able to 
disseminate to relevant audiences. 
 
An  ability  to  understand  and  exploit  the  relationship  between  Knowledge  
Management  and Innovation  processes  is  of  increasing  significance  in  today's  
competitive  environments,  where  a dynamic capability to meet rapid change is an 
essential ingredient in achieving sustainable business success in volatile global and 
national marketplaces. The observation and analysis of Knowledge Management  
Practices  (KMPs)  for  Innovation  offers  important  fresh  insights  into  the  crucial 
relationship between knowledge management and innovation. KMPs can also help a 
company to take practical steps to improve its responsiveness by breaking away from 
the traditional constraints on innovation caused by a company's culture and history. 
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KMPs were identified as significant activities affecting business performance during 
research  which sought  to  find  a  bridge  between  what  had  become  distinct  
traditions  in  the  study  of  Knowledge Management and Innovation (Coombs and 
Hull 1998). Knowledge Management analyses have tended to concentrate on issues 
like the classification of types of knowledge. These analyses are typified  by  debates  
about  whether  the  'tacit'  knowledge  held  by  individuals  can  be  effectively 
represented  as  'explicit'  knowledge  that  can  be  represented  in  ways  which  can  
be  easily  shared across time and space, say through ICT databases and networks 
(Polanyi  1958;  Nonaka  1994; Nonaka and Takeuchi 1995). This perspective also 
encompasses discussions about the role of the 'whole system' of knowledge 
management, such as core competencies and knowledge building to achieve 
competitive advantage (Leonard- Barton 1995). 
 
Innovation 
 
Innovation has been variously defined and can be examined from a variety of 
perspectives, from a broad  definition such as “innovation refers to the process of 
bringing any new, problem solving idea into use” (Kanter  1983: 20), to a more 
outcome based approach, where “innovation is the process whereby new ideas are 
transformed, through economic activity, into sustainable value creating outcomes” 
(Livingstone 2000). Innovation in general is used to describe new products, processes 
and services undertaken by firms, which lead  to an increase in performance. The 
notion here is of a change which leads to a commercial process. Similarly, 
organizational innovation defined as the adoption of an idea or behaviour that is new 
to the organisation, where “the innovation can be a new product, a new service, a new 
technology or a new administrative practice” (Hage 1999: 599). The changing nature 
of the market, the challenge of ongoing change and the emergence of the knowledge 
society has lead to an increased focus on innovation. Innovation is required because 
we cannot expect that the accumulated competence, skills, knowledge, product 
services and structure of the present will continue to be adequate (Drucker, 1992). 
Innovation implies improving on existing products and processes, finding new ways 
and also abandoning the old, or reviewing every product, service, technology, market, 
and distribution channel on a regular basis (Drucker, 1992). Much of the research on 
innovation in firms has come from studies of research and development (R&D)  or  
technological changes. In research and  development, the focus on knowledge 
involves both the creation of  knowledge and the reuse of knowledge. For example, 
the demand for increased speed  in R&D to get new products on the market, or for 
better inclusive processes with high turnover of ideas are often associated with 3  
calls to make more individuals more creative. Of particular importance in knowledge 
creation is the notion of  sharing knowledge, particularly the tacit knowledge that has 
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not been codified. These studies have shaped our  understandings of innovation 
and these understandings have since been applied to studies of innovative firms. 
In both R&D and innovative firms, “knowing what we know” is enhanced by a 
culture of knowledge sharing, which facilitates the flow and generation of new 
knowledge, hence capturing and using the internal knowledge base as well as 
being open to new ideas and technologies from external sources. The enablers of 
knowledge creation are seen as a knowledge sharing inclusive culture, organisational 
structures which encourage interaction, leadership from people in sharing processes 
and learning networks. The goal is often to facilitate people contacts, such as 
identifying experienced people who can share their knowledge and providing access 
to repositories of knowledge. In knowledge practices, the focus is on 
connecting people. This includes company experts, communities of practice, 
and enhancing and enabling networks through shared social activities. In 
addition intraorganisational meetings, technological fairs, roundtables, scientific 
symposia, or a technical and marketing forum can enhance a firm’s internal 
repositories. 
 
Innovation Studies, on the other hand, have been particularly interested in exploring 
the firm-specific routines which create a distinctive organizational 'signature' in the 
manner a firm deploys knowledge to  produce  innovation  (Metcalfe  and  de  Liso,  
1997).  This indicates a dependency  on  the evolutionary path determined by the 
bodies of accumulated knowledge and experience within a given organizational 
culture, management style and set of operational routines. From this viewpoint, a 
'path dependency' is created as internal routines stabilize certain bodies of knowledge, 
embed them in shared  understandings  within  the  firm,  and  provide  standard  
approaches  to  deploying  that knowledge. These traditions are compatible with each 
other in many aspects. However, they differ sharply on the crucial question of the 
degree to which an organization is intrinsically limited by its path dependency from 
modifying the content and scope of its knowledge base in ways that enable the 
company to move in promising new directions. 
 
The  idea  of  focusing  on  KMPs  emerged  from  our  research  as  a  potentially  
powerful  means  of bridging this gap between academic disciplines.  KMPs is 
observable routines involved directly in the development and application of 
knowledge. By assessing and improving KMPs, a company can realistically  hope  to  
modify  and  extend  a  firm's  limits  on  innovation,  thereby  opening  up  novel 
business paths. This is achieved by increasing an organization’s capability to 
'generate variety' using current practices and capabilities as a platform for exploring 
new opportunities. KMPs can also assist 'best practices' to be transferred from one 
setting to another because it is possible to discern common features of routines which 
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are capable of being adapted to different contexts,  say  by  being  given  greater  or  
less  importance  or  by  being  implemented  differently  in different  companies.  
Exploring  the  relationship  between  knowledge  management  and  innovation 
through  the  lens  of  KMPs  therefore  offers  companies  new  opportunities  to  
hone  their  traditional innovation skills and to break open new routes to business 
success. 
 
What Are KMPs for Innovation? 
 
KMPs are regular, repeated activities which process knowledge in some way. They 
can be formal and  informal;  paper  based  and  electronic;  people-driven  or  
system-  driven;  and  wholly  or  only partially centred on knowledge management. 
 
KMPs encompass an enormous range of activities, such as: structuring and archiving 
a report on a new technical process; placing research results on a Web site; filing 
documents relating to an R&D project;  discussing  a  new  technical  development  at  
a  meeting  or  over  the  Internet;  sending information by email or through the post; 
disseminating a project report outside the project team; or scanning scientific 
journals, patent reports and general news media to highlight important technical and 
competitive innovations relevant to a company. 
 
Our main interest has been in KMPs  which  contribute  directly  to  the  creation  of  
novel  business propositions. These practices are concerned primarily with the 
accumulation, analysis; management and dissemination of evolving 'stocks of 
knowledge' in a firm, covering three main areas (see Figure 1): 
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Fig. 1  KMPs, Innovation, and New Business Opportunities 
 
 

Knowledge Management Practices 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
The primary purpose of a KMP may be something other than its role in building or 
deploying these knowledge bases. For example, the writing of a technical report is 
often required firstly to meet the needs of a specific research objective within a 
project. It is the act of archiving such a report in a way that can be easily accessible to 
people outside its initial local audience which makes it a 'KMP for innovation'. 
 
Technology 
 
Knowledge about technologies used and developed within the company, as well as 
those available and under research in other companies. 
 
Market 
 
 The requirements of customers, their behavior and the market opportunities 

which might be feasible in the future; 
 Current offerings and plans of competitors 
 Regulatory and standards developments affecting all players. 
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Company processes 
 
Knowledge about internal administrative, technical and management operations 
through which the organization identifies and delivers products and services. 
 
The Main Groups of Knowledge Management Practices 
 
KMPs can be located in the following five main groups of activities. Some practices 
encompass more than one area, but understanding the main innovation setting of each 
KMP helps in assessing its performance and importance. 
 
Group A: KMPs and the R&D Management Process 
 
KMPs for Innovation is needed to build, maintain, share and manage knowledge and 
experience gained from R&D activities, for example in widely disseminating outputs 
from project reviews. R&D management activities can also use KMPs to encourage 
broad exchanges of knowledge to promote multi-disciplinary innovation. Practices in 
this group are at the heart of key 'knowledge circuits' in R&D. They grow directly out 
of the performance of R&D work itself and are typically embodied in R&D scientists 
and their formal and informal communication patterns within and beyond the lab. 
 
Group B: KMPs and the ‘Mapping’ of Knowledge Relationships 
 
An important set of KMPs relate to the co-ordination of internal and external R&D 
capabilities, inter-firm   relationships   and   market   requirements.   This   often   
requires   spanning   disciplinary, organizational and company boundaries using 
'capability maps' which identify the locations within a company of formal knowledge 
bases, skills and supporting equipment and services. These kinds of activities are of 
special importance in dealing with innovation at a time of great organizational, 
market or technical change. It is in times of such change that many important nodes 
of technical expertise and bodies of knowledge about customers, competitors and 
market segments are likely to arise in parts of an organization where they are not 
formally 'owned' by any department or project. 
 
Group C: R&D Human Resource Management 
 
A  set  of  KMPs  for  innovation  are  concerned  with  motivating  and  rewarding  
R&D  personnel  to encourage  knowledge  sharing  and  the  development  of  inter-  
disciplinary  expertise  and  cross- boundary working. These are closely tied to 
broader Human Resource Management policies, such as training and career 
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development activities, but have a particular focus on activities designed to promote 
skills and expertise which will improve a company's innovation performance through 
the sharing of knowledge and honing of multi-disciplinary expertise and experience. 
Group D: KMPs for managing Intellectual Property positions 
 
The management of Intellectual Property (IP) has vital legal implications. However, 
the IP-related  KMPs of relevance to innovation management is those which also 
make an active contribution towards updating and managing corporate stocks of 
knowledge in order to help improve business and R&D performance. This reflects the 
way in which in-house IP experts are moving away from a more  traditional  role  
where  they  were  expected  principally  to  formulate  patent  applications  and 
maintaining patents. KMPs  in  this  group  are  therefore  likely  to  have  a  growing  
influence  on  the direction of R&D technical activities during the course of projects. 
 
Group E: KMPs and R&D Information Technology Management 
 
Recent rapid advances in IT and Communication Technologies (ICTs) have offered 
opportunities to transform   information   management   practices,   such   as   
accessing   databases   or   disseminating newsletters,  which  underpin  practices  in  
the  other  KMP  groups.  The  ICT-based  KMPs  for Innovation relevant to this 
group are those which also act as a trigger to create or change KMPs. Significant 
recent growth in multi- site R&D and electronically-enabled 'virtual' R&D project 
teams has meant that information management specialists who had previously 
focused on other areas are increasingly turning their attention to applying the rapid 
diffusion and refinement of ICTs to activities encompassed by this group of KMPs. 
 
Improving KMPS for Innovation 
 
Results obtained from the KMP for Innovation questionnaire can be interpreted in 
ways which deliver practical improvements only if the analysis is based on sound 
knowledge of the specific context in which improvements are being sought. It is 
therefore not possible to provide general prescriptive advice on how these results 
should be treated. The 'Actions for KMP Improvements' form on the following pages 
is offered as a general aid to self-auditing which companies can adapt to their own 
requirements. As with the questionnaire, it has been designed so that it can be used on 
its own, although it should preferably be used in conjunction with the whole of this 
document. 
 
 
 



   JSSGIW Journal of Management, Volume-III, Issue No. I, Oct.-Mar., 2016     
 

 

29

Actions for KMP Improvements 
 
The Audit of KMPs for Innovation questionnaire identified those practices where 
improvements are needed.  By analyzing the satisfaction and importance ratings of 
these, the KMPs where improvements are most likely to deliver the major benefits 
can be identified.   These key KMPs (neither usually nor more than ten), provide an 
initial for developing action plans to follow up the audit.  This could be done for the 
organization as a whole and/or for individual units. 
The kinds of actions to be taken will probably be unique to each environment.   The 
form overleaf provides a template format for specifying action plans. 
 KMP No. and Description relates to the KMPs as identified in the Audit 

Questionnaire. 
 Start   New   KMP   Activity   highlights   where   a   totally   new   KMP   

or   knowledge management activity within a current one should be started. 
 Alter Existing KMP specifies changes to be made to an existing KMP. 

Typically these will involve increasing or decreasing the degree of formality, 
the levels of access, and/or the overall scope of the current KMP. 

 
Conclusion 
 
The KMPs for Innovation discussed in this report give a fresh impetus to the 
development of strategies for dealing with Knowledge Management and Innovation. 
This powerful innovatory  potential  can  be  enhanced  by  the  use  of  this  self-
auditing  tool,  which  is designed  to  meet  the  needs  of  a  wide  spectrum  of  
companies.  The tool recognizes the crucial differences which exist between and 
within companies, so does not try to pose as a universal solution to everyone.  
Instead,  it  seeks  to  help  companies  understand  the  relationships  between  
knowledge management and the innovation process in their companies in order to 
help sustain long-term business success. The  self-auditing  nature  of  this  document  
ensures  that  these  kinds  of  variation  can  be  taken  into account. The current 
combination of KMPs for Innovation in a firm can then be diagnosed and linked to 
observed innovative activity. In addition to helping to improve innovatory business 
performance, this self-audit process also exposes KMPs as a vital dimension affecting 
business performance which does not relate mechanically to other traditional 
reference points for organizational performance, such as money, power or authority. 
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Abstract 
 
It is essential for any firms to continue to fill vacant positions and employ new 
candidates that are of high quality while at the same time they are often forced, 
due to increasing competition that is spurred on by, among others, factors such as 
deregulation, globalisation. Recruitment has therefore increasingly turned into a 
trade-off of a few but important variables for profit-making organisations. These 
include among others the explicit and implicit costs, the time and effort spent on 
finding suitable candidates as well as the quality of these candidates. 
Organisations are thus required to make choices in regards to what type of 
recruitment channels they believe in, is able to provide them with the optimal 
way of finding the right candidate for a vacancy with respect to the above 
mentioned variables and the requirements of the position. 
 
Keywords: Recruitment, BPO, HR POLICY, Infosys, Genpact India, TCS, 
recruitment channel management. 

 
Introduction 
 
Recruitment refers to the process of attracting, screening, and selecting qualified 
people for a job at an organization or firm. For some components of the recruitment 
process, mid- and large-size organizations often retain professional recruiters or 
outsource some of the process to recruitment agencies. The recruitment industry has 
five main types of agencies: employment agencies, recruitment websites and job 
search engines, "headhunters" for executive and professional recruitment, niche 
agencies which specialize in a particular area of staffing, or employer branding 
strategy and in-house recruitment. The stages in recruitment include sourcing 
candidates by advertising or other methods, and screening and selecting potential 
candidates using tests or interviews. 
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Business Process Outsourcing (BPO) is a subset of outsourcing that involves the 
contracting of the operations and responsibilities of specific business functions (or 
processes) to a third-party service provider. Originally, this was associated with 
manufacturing firms, such as Coca Cola that outsourced large segments of its supply 
chain.  
 
BPO is typically categorized into back office outsourcing, which includes internal 
business functions such as human resources or finance and accounting, and front 
office outsourcing, which includes customer-related services such as contact center 
services. 
 
BPO that is contracted outside a company's country is called offshore outsourcing. 
BPO that is contracted to a company's neighboring (or nearby) country is called near 
shore outsourcing. 
 
Often the business processes are information technology-based, and are referred to as 
ITES-BPO, where ITES stands for Information Technology Enabled 
Service.[2]Knowledge process outsourcing (KPO) and legal process outsourcing 
(LPO) are some of the sub-segments of business process outsourcing industry. 
 
In 2010, the Philippines surpassed India as the largest business process outsourcing 
industry in the world. After growing 20 per cent in 2012, the BPO industry of the 
Philippines is estimated to gross revenue of upwards to $25 billion by 2016. By these 
estimates, the Philippines' BPO industry will account for approximately 10 per cent of 
the nation's GDP. 
 
Top 10 Major BPO Companies 

S. 
No 

2007-2008 2008-2009 2009-2010 2010-2011 2011-2012 

1 
Genpact India 
Pvt. Ltd. 

Genpact 
India Pvt. 
Ltd. 

Genpact 
India Pvt. 
Ltd. 

Genpact India 
Pvt. Ltd. 

Genpact 
India Pvt. 
Ltd. 

2 
WNS Global 
Services Ltd. 

WNS Global 
Services Ltd. 

Tata 
Consultancy 
Services 
BPO 

Tata 
Consultancy 
Services BPO 

Tata 
Consultancy 
Services 
BPO 

3 IBM-Daksh 
Business 
Process 

Tata 
Consultancy 
Services 

WNS Global 
Services Ltd. 

WNS Global 
Services (P) 
Ltd 

Aegis Ltd   
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Literature Review 
 
The process of recruitment channel utilisation is not new to the academic world and 
received focus for the first time by Rees in 1966, who discussed informal and formal 
recruitment channels in a study that focused on four white collar occupations. Since 
then the topic has been discussed by several authors, who more often than not have 
chosen to expand the knowledge of the topic by selecting a specific area of the 
recruitment channel process for their analysis. The authors who have contributed the 
most to this field of study will be briefly discussed below. 
 

Services Pvt. 
Ltd. 

BPO 

4 
Aditya Birla 
Minacs 
Worldwide 
Ltd. 

IBM-Daksh 
Business 
Process 
Services Pvt. 
Ltd. 

Wipro BPO Aegis Ltd 
Wipro 
BPO   

5 Tata 
Consultancy 
Services BPO 

Wipro BPO Aegis Ltd. Wipro BPO 
Firstsource 
Solutions 
Ltd.   

6 

Wipro BPO 
First source 
Solutions 
Ltd. 

First source 
Solutions 
Ltd. 

First source 
Solutions Ltd. 

Aditya Birla 
Minacs 
Worldwide 
Ltd. 

 
7 

Hinduja 
Global 
Solutions Ltd 

Aditya Birla 
Minacs 
Worldwide 
Ltd. 

Infosys BPO Infosys BPO 

WNS 
Global 
Services (P) 
Ltd 

8 

Infosys BPO Aegis Ltd. 

Aditya Birla 
Minacs 
Worldwide 
Ltd. 

Aditya Birla 
Minacs 
Worldwide 
Ltd. 

Infosys 
BPO   

9 
HCL BPO Infosys BPO HCL BPO 

ExlService.co
m (India) Pvt 
Ltd 

Serco 
Global 
Services Ltd 

10 EXL 
Service.com 
(I) Pvt. Ltd. 

HCL BPO 
EXL 
Service.com 
(I) Pvt. Ltd. 

Hinduja 
Global 
Solutions Ltd 

EXL 
Services 
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Bayo-Moriones&Ortín-Ángel, (2006). The term internal recruitment channel refers to 
filling a vacant position with a person who is already being employed by the 
organisation. This is commonly done in one of the following two ways. Firstly, the 
available position may be offered to an employee directly, which is often being done 
by approaching the individual without the knowledge of the other employees of the 
firm. The reason for this is that the colleagues of the employee who is being offered 
the position may feel overlooked or become offended, which may lead to adverse 
motivational effects and consequences. 
 
Stafsudd (2003) suggests that the more a company values having knowledge of the 
internal processes of the corporation, the more it will attempt to recruit/promote 
individuals internally. 
 
Parry and Tyson (2008) noted in their research of the British labour market that 
companies make use of their own website primarily for the purpose of cost-
effectiveness and the simplicity of applying, from the point of view of the candidate. 
Barron, Bishop and Dunkelberg (1985) conducted research on the individual that was 
most recently hired by organisations. Their study was conducted with respect to the 
hours that firms on average spent on recruiting, screening and interviewing of 
candidates, the number of average applicants that were interviewed, the average 
number of employment offers made and the average hourly wages that were 
eventually paid. 
 
Gorter, Nijkamp and Rietveld (1996) conducted a study of recruitment channel 
behaviour in connection with vacancy duration, the level of education and the average 
number of recruitment channels that firms activate when a vacancy is to be filled. In 
addition to that, they examined all the recruitment channels that were used in the 
study and compared them to each other on a one to one basis and in the process 
explained their most significant differences. Their study was carried out in the 
Netherlands. 
 
Similarly Russo, Rietveld, Nijkamp and Gorter (2000) carried out a similar analysis 
as the one mentioned above, in which they also included the factors that influence the 
choice of recruitment channel. Factors such as the cost and amount of effort spent on 
the recruitment process were included in their study. To be more specific, participants 
were simply asked whether they consider each of the factors to be of importance or 
not. Responses were hence received in a Yes or No fashion. The results were 
thereafter included as dummy variables in their analysis.  
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Van Ours, (1994).The use of this particular recruitment method does, however, 
provide some drawbacks, considering that individuals who are unemployed are 
obligated to search and apply for job positions in order to retain their unemployment 
benefits. It may therefore be the case that an applicant’s prime objective is not to be 
employed by the organisation, but rather to maintain his/her unemployment benefits  
 
DeVaro (2005) conducted two studies in the USA, in which he focused on the 
outcomes of the last hired employee. He examined the topic of recruitment channel 
utilisation in relation to the setting of starting wages. The analysis occurred from two 
alternative perspectives, firstly one where the level of starting wages was increased 
during the recruitment process in order to provide a greater incentive to applicants 
and to increase the position’s attractiveness, and secondly, one where starting wages 
remained unchanged throughout the recruitment process.  
 
Scope of the Study 
 
The study will enable the company to know where there stand in dealing with 
recruitment channel management. The study will be useful to the management to 
analyse various factor that may be improved and also sustained during the process of 
recruitment channel management that’s been carried out in the organization. Being a 
large company with a number of branches Pan India level and also branches abroad, 
the scope of the research is confined to recruitment process that is been carried out in 
southern region corporate recruitment house only. This study has a wide scope of 
application and further investigation. The researcher could gain practical knowledge 
about the various factors that determine the effective channel management in the 
process of recruitment. In future this survey helps to improve HR skills and practices. 
 
Need for the Study 
 
The need of the research focuses and throws lights on the following areas they are as 
follows: 
 The recruitment of a new member of staff is a process that involves a number 
of steps that need to be addressed and considered by the organisations. Recruiters are 
required to consider their alternatives and to make decisions at each one of these 
stages, depending on the requirements of the position and the priorities and 
constraints set by the organisation. 
 The priorities and constraints of a business may include factors such as the 
relative importance of costs, time and effort that recruiters have available and are 
willing to spend on the recruitment process, as well as considerations in regards to 
motivational effects on existing employees. 
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 The usage of intelligence, personality and other tests has been discussed 
intensively in recent years. They are sometimes being used as either pre-interview 
screening devices or as supplements to interviews, considering that they assist and 
simplify the selection process, often due to the fact that the same set of questions are 
made to all applicants, thereby producing a homogenous set of answers, which allows 
direct comparison between the applicants.  
 
Objectives of the Study 
 
Primary Objective 
To study on the effectiveness of recruitment channel management in BPO Industries. 
 
Secondary Objective 
 To study the various contributing factors towards the recruitment channel 

management 
 To study the factors those are influencing the process of recruitment channel 

management 
 To study the perception of the candidate with reference to the recruitment 

process, while they appear during the recruitment period 
 To study the defined career path which will help the company to recruit and 

retain better people in the process of recruitment 
 
Research Methodology 
 
Research refers to the systematic method consisting of enunciating the problem, 
formulating a hypothesis, collecting the facts or data, analysing the facts and reaching 
certain conclusion either in the form of solutions towards the concerned problem or in 
certain generalizations for some theoretical formulation. Research methodology 
involves various steps that are generally adopted by a researcher in understanding the 
research problem along with logic behind them. It may be understood as a science of 
studying how research is done scientifically. It is a way to systematically solve the 
research problem. 
 
Descriptive research studies are those studies, which are concerned with describing 
the characteristics of a particular individual where diagnostic research study 
determine the frequency with which something occurs or its association with 
something else. 
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 Primary Data 
 Primary data is a data collected directly through questionnaire from the 
candidates who undergone the interview process of Tata Consultancy Services. 
 
 Secondary Data  
 Secondary data are those data which have been already gathered by others.  The 
secondary data is collected from books, company profile, and websites. 
 
 Sample Size 
 The sample size of the study was made from 120 candidates, which consisted 
of candidates who undergone through the process of recruitment at Tata consultancy 
services. 
 
 Sampling Procedure 
 Non probability sampling i.e., convenience sampling method was used to 
choose the candidates for the study. Non-Probability sampling is that sampling 
procedure which does not afford any basis for estimating the probability that each 
item in the population has of being included in the sampling. 
 
 Tools for Analysis 
 
 The data collected through the questionnaire has been analysed using 
percentage, pie-charts and bar diagrams. 
 
Limitations of the Study 
 
In the process of research work, the researcher has come across certain hurdles in 
carrying out the research work, they are as follows: 
 
 The primary data was collected using a scheduled questionnaire and therefore 
study is confined to the data collected only 
 The time duration involved in data collection process was one of the 
limitations which had an impact on the research work 
 Geographic factor is yet another limitation, as the samples were collected at 
various recruitment houses throughout the southern region corporate recruitment 
offices 
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Analysis of the Study 
 
                                                      Table: 1 
 

S.NO SEX  NO.OF RESPONDENTS PERCENTAGE 

1. Male 72 60% 
2. Female 48 40% 

AGE 
1. 20-25 years 84 70% 

2. 26-30years 30 25% 

3. 31-35 years 06 5% 

4. 36-40 years 0 0% 

5. 40 and above 0 0% 

MARITAL STATUS 

1. Married 21 17.5% 

2. Unmarried 99 82.5% 

QUALIFICATION 

1. Under graduate 81 67.5% 

2. Post graduate 39 32.5% 

EXPERIENCE 

1 08month-1years 30 25% 

2 1.1-02years 18 15% 

3 2.1-03years 33 28% 

4 3.1-04years 12 10% 

5 4.1 and above 27 23% 
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PROCESS  

1 Voice 9 7.5% 

2 Semi-voice 24 20% 

3 Non-voice 87 72.5% 

CALLED FOR THE INTERVIEW 

1 Walk-in 24 20% 

2 Call from office 9 8% 

3 Employee referral 42 35% 

4 Consultancy 12 10% 

5 Mail 33 28% 

SATISFACTION TOWARDS OUR JOB OPENINGS PLACED IN 
DIFFERENT JOB PORTALS. 

1 Highly satisfied 21 18% 

2 Satisfied 75 63% 

3 Neutral 18 15% 

4 Dissatisfied 3 2.5% 

5 Highly dissatisfied 3 2.5% 

AWARENESS ON THE CLEAR EXPLANATION OF TERMS 
CONDITIONS REGARDING THE OPENINGS PLACED BY OUR 

COMPANY AT JOB PORTALS 
1 Highly informative 15 12.5% 

2 Informative 75 62.5% 

3 Neutral 30 25% 

4 Non-informative 0 0 

5 Highly non-
informative 

0 0 



   JSSGIW Journal of Management, Volume-III, Issue No. I, Oct.-Mar., 2016     
 

 

40

IS THE E-MAIL REGARDING THE INTERVIEW CALL CONTAINS THE 
RELEVANT JOB OPENING INFORMATION 

1. Excellent 30 25 % 

2. Very good 36 30% 

3. Good 51 42.5% 

4. Poor 0 0 

5. Fair 3 2.5% 

LEVEL OF SATISFACTION TOWARDS CALL MADE BY HR TEAM WAS 
INFORMATIVE REGARDING JOB OPPORTUNITY 

1 Highly satisfied 33 27.5 % 

2 Satisfied 75 62.5 % 

3 Neutral 12 10% 

4 Dissatisfied 0 0 

5 Highly Dissatisfied 0 0 

FOLLOW UP CALL MADE BY THE HR TEAM LET YOU TO ENSURE 
THAT YOU ATTENDING THE INTERVIEW ON THE SPECIFIED TIME 

1. Highly agree 36 30% 

2. Agree 63 52.5% 

3. Neutral 18 15 % 

4. Disagree 3 2.5% 

5. Highly disagree 0 0 

VIEW TOWARDS THE QUESTIONS ASKED IN THE APTITUDE TEST 
WAS RELEVANT TO JUDGE YOUR CALIBRE 

1 Highly relevant 21 17.5% 

2 Relevant 75 62.5% 

3 Somehow relevant 24 20% 

4 Not relevant 0 0 

5 Highly not relevant 0 0 
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VIEW ON THE EXPLANATION PART CARRIED OUT BY OUR HR 
EXECUTIVES WELL IN ADVANCE TO THE RECRUITMENT PROCESS 

1 Highly satisfied 21 17.5% 

2 Satisfied 93 77.5% 

3 Neutral 6 5% 

4 Dissatisfied 0 0 

5 Highly dissatisfied 0 0 

HR POLICY CLEARLY DEFINED TO YOU BEFORE SCREENING 

1 Highly agree 21 17.5% 

2 Agree 75 62.5% 

3 Neutral 18 15% 

4 Disagree 6 5% 

5 Highly disagree 0 0 

STAND ON COMPANY’S IMAGE THAT MADE YOU TO CHOOSE FOR 
MAKING YOUR CAREER. 

1 Highly satisfied 54 45% 

2 Satisfied 57 47.5% 

3 Neutral 9 7.5% 

4 Dissatisfied 0 0 

5 Highly dissatisfied 0 0 

YOUR LEVEL OF SATISFACTION TOWARDS THE RECRUITERS IN 
TERMS OF FACILITATING THE RECRUITMENT PROCESS 

1 Highly satisfied 36 30% 

2 Satisfied 69 57.5% 

3 Neutral 15 12.5% 

4 Dissatisfied 0 0 

5 Highly Dissatisfied 0 0 
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LEVEL OF AGREEMENT TOWARDS THE LEGAL TERMINOLOGIES 
AND CONDITIONS EXPLAINED BY OUR EXECUTIVES IN THE 

COURSE OF RECRUITMENT PROCESS 
1 Highly agree 21 17.5% 

2 Agree 69 57.5% 

3 Neutral 21 17.5% 

4 Disagree 0 0 

5 Highly Disagree 0 0 

POSITION ON THE EXPLANATION MADE BY OUR HR EXECUTIVES 
REGARDING THE CTC AND ITS BREAKUPS FOR A CANDIDATE WHO 

UNDERGOES THE INTERVIEW PROCESS 
1 Highly satisfied 21 17.5% 

2 Satisfied 66 55% 

3 Neutral 27 22.5% 

4 Dissatisfied 3 2.5% 

5 Highly dissatisfied 3 2.5% 
POSITION ON THE INFRASTRUCTURE/TECHNICAL FACILITIES 

PROVIDED BY OUR ORGANIZATION IN THE DUE COURSE OF 
RECRUITMENT PROCESS 

1 Highly satisfied 33 27.5% 

2 Satisfied 69 57.5% 

3 Neutral 15 12.5% 

4 Dissatisfied 3 2.5% 

5 Highly dissatisfied 0 0% 

POSITIONS AND RESPONSIBILITIES OF REQUIREMENT WERE 
EFFECTIVELY COMMUNICATED TO YOU 

1 Highly agree 27 22.5% 

2 Agree 69 57.5% 

3 Neutral 24 20% 

4 Disagree 0 0 

5 Highly Disagree 0 0 

RESULTS OF YOUR INTERVIEW IN A TIMELY MANNER 

1 Highly agree 39 32.5% 
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2 Agree 57 47.5% 

3 Neutral 15 12.5% 

4 Disagree 9 7.5% 

5 Highly Disagree 0 0 

VIEWS TOWARDS THE INTERVIEW CALL AND TIMINGS OF THE 
RECRUITMENT PROCESS IS BEEN CARRIED OUT WITHIN THE 

STIPULATED TIME 
1 Highly agree 18 15% 

2 Agree 60 50% 

3 Neutral 33 27.5% 

4 Disagree 9 7.5% 

5 Highly Disagree 0 0 

OPINION ABOUT THE INTRO SESSION LECTURED BY THE HR TEAM 
WITH REGARDS TO THE CURRENT POSITION AND FUTURE CAREER 

GROWTH 
1 Highly satisfied 57 47.5% 

2 Satisfied 54 45% 

3 Neutral 9 7.5% 

4 Dissatisfied 0 0 

5 Highly dissatisfied 0 0 

 
Table 2   Rank Weighted Average Score 

 

RANK 
WEIGHTED 
AVERAGE 

ATTRIBUTES 

I 14.8 HR POLICY 

II 11.07 INTERVIEW CALL 

III 11.2 FOLLOW UP CALL 

IV 11 LEGAL TERMINOLOGIES 

V 10.87 POSITION AND RESPONSIBILITIES 
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Inference 
 
From the  table 2 it is inferred that hr policy takes the 1st rank whereas, Interview call 
comes at 2nd, follow up call at 3rd, position and legal terminologies at 4th and position 
and responsibilities at 5th rank. 
 
Summary of Findings 
 
From the study it is found that: 
 60% of the respondents were Male and 40% Female. 
 70% of respondents come under age group 20-25 and 5% under 31-35. 
 82.5% who came for interview were unmarried and 17.5% were married. 
 67.5% were undergraduates and 32.5% were post graduates. 
 28% who came for interview were having 2-3 years of work experience and 

10% 3.1 to 4 years. 
 72.5% who were coming for attending interview came for Non-voice process 

and 7.5% for voice. 
 35% of the respondents who came for interview came through employee 

referral and 8% got call from BPO Industries. 
 62.5% of the respondents says terms and condition explained regarding the 

openings placed by company on job portals were informative and 12.5% says 
highly informative. 

 63% of the respondents are satisfied towards the job openings posted in 
different job portals and 2.5% were dissatisfied. 

 42.5% of the respondents say good to the email sent regarding the interview 
call contains all relevant information and 2.5% as fair. 

 62.5% of respondents has marked their level of satisfaction toward the call 
made by HR team as satisfied and 10% as neutral. 

 62.5% of the respondents says that the question asked in the aptitude test were 
relevant and 17.5% as highly relevant. 

 77.5% of the respondent had marked their satisfaction level towards the 
explanation made by HR team on recruitment process as satisfied and 5% as 
neutral. 

 62.5% of respondents agreed towards the explanation on HR policy and 5% as 
disagree. 

 47.5% of respondents are satisfied with the company’s image and only 7.5% 
says neutral for company’s image. 

 57.5% of respondents mark their level of agreement on the explanation of legal 
terminologies as agree and 17.5% as highly agree and neutral. 
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 55% of respondents has marked their agreement on the explanation made by 
HR executives on CTC and its breakups as satisfied and 2.5% has dissatisfied 
and highly dissatisfied. 

 
Suggestions 
 
Presently the organization is moving in the right line as far as the Recruitment is 
concerned, The process can be more effective if the following ,matters can be 
focused. 
 The organization should increase its intake of employees by recruiting from 

employee referral. 
 Advertisement is the best source to grab the potential candidates, though it is 

little more expensive. This investment helps to reach maximum candidates. In 
addition to this, employee references are the best sources to get skilled 
candidates. 

 Jobsites and Consultancies are the best way to reduce the time and to get 
potential candidates. 

 
Conclusion  
 
Under pressure to reduce costs, both large- and medium-sized employers tend to 
undertake their own in-house recruitment, using their human resources department, 
front-line hiring managers and recruitment personnel who handle targeted functions 
and populations. In addition to coordinating with the agencies mentioned above, in-
house recruiters may advertise job vacancies on their own websites, coordinate 
internal employee referrals, work with external associations, trade groups and/or 
focus on campus graduate recruitment. Some large employers choose to outsource all 
or some of their recruitment process(recruitment process outsourcing) however a 
much more common approach is for employers to introduce referral schemes where 
employees are encouraged to source new staff from within their own network. The 
company seems to be moving its right lines as far as the recruitment strategy is 
concerned. However the suggestions are recommended which may help the 
organization in making the hiring process more effective.Since the Recruitment is 
carried out on a larger scale, it becomes easy to concentrate on this aspect like 
contributing and influencing factors towards Recruitment. 
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Abstract 
 
Civilizations and societies are made by equal bone weary efforts of men and 
women but when we look at current gender statistics of India, it hasn’t attained 
complete gender equality till now. Even today women are underrepresented in 
decision-making and they don’t have even right to speak in some section of 
society. It is said, women in India has made huge efforts in building Indian 
economy through business, farming, as entrepreneurs or by doing unpaid work at 
home still then women labour force participation is dipping. Without full and 
equal participation of women sustainable development goals cannot be achieved. 
In health, mostwomen don’t have any access to insurance and rural women still 
lag behind in literacy level so, a linkage between gender equality and sustainable 
development is critical for these reasons. It has now become morally and 
ethically essential to seriously look at women issues otherwise efforts to achieve 
a just and sustainable future will go in vain. We can afford no more the rights of 
women. To be effective in approach, policy actions for sustainability need to 
address the impact on women. This will help government, civil societies, 
development agencies and private sector to make such policies and actions that 
will enhance women status. This Paper will make contribution by focusing on 
current gender statistics of India, to know the need of gender equality for 
sustainable development, to know initiatives made and to suggest measures to 
integrate gender equality with sustainable development. 
 
Keywords: Gender equality, Sustainable development, Need, Initiatives and 
Measures. 

 
Introduction  
 
“Women have a vital role in environmental management and development. Their 
fullparticipation is therefore essential to achieve sustainable development” -Principle 
20, Rio Declaration (2012) 
 
For effective democracy and long lasting economic growth, gender equality is 
fundamental right and a precondition. Gender equality is very critical for socio-
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economic development. It is that right of women that does need any justification. In 
India women’s role is seen as insignificant and their socio-economic contributions go 
unrealized. Surprisingly, when we look at current gender statistics of India, it hasn’t 
attained complete gender equality till now. Even today women are underrepresented 
in decision-making and in some strata of society they don’t have even right to speak. 
It is said, women in India has made huge efforts in building Indian economy through 
business, farming, as entrepreneurs or by doing unpaid work at home still then 
women labour force participation is dipping. Without full and equal participation of 
women, sustainable development goals cannot be achieved. In health, most women 
don’t have any access to insurance and rural women still lag behind in literacy level 
so, a linkage between gender equality and sustainable development is critical for 
these reasons. It has now become morally and ethically essential to seriously look at 
women issues otherwise efforts to achieve a just and sustainable future will go in 
vain. We can afford no more the rights of women for sustainable society.  
 
Gender Equality and Sustainable Development 
 
Gender equality refers to a state of affairs in which women and men enjoy the same 
opportunities in all walks of life. It also means the presence of a gender perspective in 
decision making of all kinds and that woman’s interests are given the same 
consideration as men’s in terms of rights and the allocation of resources (LathamGerd 
J, 2007). According to United nation entity for gender equality and the empowerment 
of women, gender equality is “equal rights, responsibilities and opportunities of 
women and men and girls and boys. It accounts to the interests, needs and priorities 
of both women and men are taken into consideration, recognizing the diversity of 
different groups of women and men”. OSAGI (2001) states gender equality as “rights, 
responsibilities and opportunities of individuals will not depend on whether they are 
born male or female”. According to Brundtland Commission report (1987), 
Sustainable development is “development which meets the needs of the present 
without compromising the ability of future generations to meet their own needs”. It 
justifies the needs of both women and men. UNECE (2012) points out Neither Intra-
generational nor inter-generational equity could be achieved if inequalities continue 
to be persist and in turn responsibility pass to future generations for more equitable 
world to be met. In sustainable development, there is two characteristic of gender 
dimension one is by allocation of resources between women and men, second by how 
these resources are spread over time and generations. Kabeer (2003) mentions 
“studies on gender and SD concludes finding that inequality is a major obstacle to 
attain sustainable development especially in developing and underdeveloped 
countries” Gender inequality is most prevalent forms of inequality in the world and 
serious step need to be taken otherwise, sustainable development cannot be achieved. 
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Lack of access to resources, education, health, and decision making by women also 
impinge sustainable development. Reduction of gender inequalities may help to 
improve women empowerment and sustainable development. Gender-based policy 
could help a lot to eliminate gender inequality. That’s why there is a need to make 
specific and relevant strategies targeting women and a reconsideration of all policies 
from a gender perspective (UNDP,2005). 
 

 
 
 
Research Methodology 
 
Objectives of the Study 
 
 To access the current gender statistics of India. 
 To understand the need of gender equality for sustainable development. 
 To know initiatives made nationally for empowering women and reducing 
inequalities. 
 To suggest measures to integrate gender equality with sustainable 
development 
 
In this paper an attempt has been made to analyze the gap level in gender equality in 
India. So, Descriptive research method is used for describing information collected 
from data. Secondary Data is collected for analysis according to the need of the study. 
 
 
 

Gender Equality

Economic Equality

Political EqualitySocial Equality

Sustainable 
Development 
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Gender Statistics in India 
 
To live with equality and freedom is a human right which every person on this earth 
deserves, irrespective of gender, class, creed and colour. Gender equality has become 
a precondition for sustainable development. According to India and the MDGs-
Towards a Sustainable Future for All 2015 report, “the goal of sustainable 
development cannot be achieved globally without India. SDGs in gender equality had 
set a high standard to finally end the deprivations Indian women has long-suffered 
from”. Sustainable development goals could not be realised without full and equal 
participation and empowerment of women. It has become evident that only when 
Indian women will participate in socio-economic development process, full potential 
of Indian society will be uncoil. Though Indian government has made lot of 
constitutional amendments for availing women social, economic and political 
opportunities, but following Gender statistics shows their ineffectiveness to bring any 
radical shift in present situation.  
 
Education 
 
According to India and the MDGs-Towards a Sustainable Future for All 2015 report, 
Ratio of female literacy rate to male literacy rate is 0.91 and it is likely to reach 1 by 
2017. 
 
Gender Parity Index (GPI) 
of Gross Enrolment Ratio 
(GER) 

Primary level 
Education 

Secondary level 
Education 

Tertiary level 
Education 

2013-14 1.03 1 0.89 

 
 
Female Labour Force Participation  
 
According to National Sample Survey Organisation (NSSO) report 2011-12, 
percentage share of females in the non- agricultural sector inwage employment is 
19.3% only against targeted 50%.  

Year Female Labour Force Participation 
(FLFP) 

2004-05 29.4% 
2009-10 23.3% 
2011-12 22.5% 
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Sex ratio 
Year Sex ratio 

1987-88 32.2% 
2014 24% 

 
Politics 

House  Women Membership 
Parliament 12.24%only  

Lok Sabha (16th) 66 women member out of 543 member 

Rajya Sabha (2015) 31 women members out of 244 member  
State Assemblies National average is 9% 

 
In Bihar, Rajasthan and Haryana women have 14% representation while surprisingly 
in Pondicherry and Nagaland, there are no women MLAs at all. 
 
Health 
 
According to Coverage Evaluation Survey report 2009 by Government of India and 
UNICEF, 76.2% of births were attended by skilled health personnel. India’s target is 
to reach the level of 77.29%. The latest Sample Registration System (SRS) 2013 
results states that the percentage of live births attended by skilled health personnel is 
87.1% in 2013. 
 

Year Maternal mortality rate 
2011-13 167 

2015 140 
 
Following figure shows shocking position of Indian women- 
 
• India ranks 127th on gender inequality and108th on Global gender gap Index 
in 2015.  
• India ranks 134th concerning economic participation of women.  
• In political decision making India scores 103 position among 190 countries. 
• When it comes to health and survival of women nearly 206 districts are 
gender critical in terms of health and survival of women. 
• In India only 30.3% of women are in workforce. There is a gap of 25% of 
women participation in workforce, 15.5% in urban areas and 30% in rural areas 
across the country. 
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• India have only three percent of women vice-chancellors in 600-odd 
universities. 
 
Need of Gender Equality for Sustainable Development 
 
Gender equality is also a key driver of the degree of self-reported well-being and 
happiness across the world and life satisfaction increases over time as gender equality 
increases (Veenhoven, 2011). An enabling legal and policy environment has long 
been identified as critical to improving women’s economic and social outcomes 
(World Bank, 2011). According to Jones (2010), “While recent decades have seen 
unprecedented numbers of girls succeeding in education, women entering the paid 
workforce and running successful businesses, patterns of gender inequality continue 
to persist. Social institutions can help explain what is stopping women and girls from 
achieving equal outcomes in areas such as education, employment, business, health 
and political participation (North, 1990). For multiplying development efforts, gender 
equality and women empowerment initiatives can act as catalyst. Investments in 
gender equality could yield great returns on all development investments. Addressing 
women empowerment and gender inequalities is vital 
to meet lot of socio-economic challenge. Linkage between gender equality and 
sustainable development need to be established for three reasons: 
• For a just and sustainable world, it is important to achieve gender equality, 
dignity and capabilities of women ethically and morally.  
• It has become essential to look again at unequal influence of economic, social 
and environmental stresses on women which somewhere denies their human rights 
• Building women’s agencies and capacities to synchronize gender equality 
and sustainable development outcomes. 
 
Gender Equality-Some Initiatives 
 
Indian Government had started women development initiatives in 1954 but in actual, 
participation started in 1974. At national and state level, there are two bodies to cater 
gender equality issues, the Ministry of Women and Child Development (MWCD) and 
the National Commission for Women (NCW). NCWis a national apex statutory body 
constituted in 1992 for safeguarding and protecting the rights of women. MWCD 
gives Stree Shakti Puraskar annually in six categories to promote gender equality. 
These areDevi AhilyaBaiHolkarKannagi Award, Mata Jijabai Award, Rani 
GaidinliuZeliang Award, Rani Lakshmi Bai Award and Rani Rudramma 
Devi.Government of India is currently running 37 schemes under different ministries. 
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For Health and Empowerment 
• Integrated Child Development Services  
• JananiSurakshaYojana 
• RashtriyaSwasthyaBimaYojana 
• National Food Security Mission   
• National Rural Health Mission   
• Antyodaya Anna Yojana 
 
For Economic Empowerment 
• Support to Training and Employment Program for Women 
• Self -Employment Scheme for Rehabilitation of Manual Scavengers 
• Mahilasamakhya Working Women’s Hostel  
• Rajiv Gandhi National Crèche 
• Scheme of Marketing Development of Tribal Products/Produce 
For Rehabilitation and Development 
• National Mission for Empowerment of Women  
• Swadhar- A scheme for Women in Difficult Circumstances  
• Gender Budgeting Scheme 
• PanchayatMahilaEvamYuva Shakti Abhiyan 
For Legal & Political Empowerment 
• Ujjawala Scheme for Prevention of Trafficking and Rescue, Rehabilitation and 
Reintegration  
• Indira Gandhi MatritvaSahyogYojana - A Conditional Maternity Benefit 
Scheme 
• Rajiv Gandhi Scheme  for Empowerment of  Adolescent Girls Sabla 
• Financial Assistance and Support Services to Victims Of Rape 
• Leadership Development of Minority Women Scheme  
For Education Empowerment 
• District Primary Education Programme 
• Incentive to Girls for Secondary Education  
• National Programme for Education of Girls at Elementary Level  
• Eklavya Model Residential School  
• Establishment of Ashram Schools in Tribal Sub-Plan Areas  
• Upgradation Of Merit Of Sc/St Students  
• Central Sector Scholarship Of Top Class Education For Sc Students 
• Rajiv Gandhi National Fellowship Scheme For Sc/St  
• RashtriyaMadhyamikShikshaAbhiyan 
• Scheme for construction and running of Girls’ Hostel for students of Secondary 
& Higher Secondary Schools. 
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• Indira Gandhi Scholarship for Single Girl Child for pursuing Higher and 
Technical Education  
• Scheme of Capacity Building for Women Managers in Higher Education 
• Development of Women Studies in Colleges and Universities 
 
Following programs are run by different states and union territories to help reduce 
gender inequalies 
 
• Swarnajayanti Gram SwarozgarYojana 
• Awareness Generation Projects for Rural and Poor women 
• SampoornaGraminRozgarYojana 
• Condensed Course of Education for Adult Women 
• RashtriyaMahilaKosh 
• Kishori Shakti Yojana, SwayamsidhaMahilaMandalProgramme 
• Support to Training and Employment Programme for Women 
• Swayamsidha Scheme 
• SwawalambanProgramme, Swashakti Project  
• MahilaSamakhyaProgramme  
• BalikaSamriddhiYojana 
• National Programme of Nutritional Support to Primary Education  
• Integrated Child Development Services  
• National Programme for Education of Girls at Elementary Level 
• LadliLaxmiYojana 
• SarvaShikshaAbyhiyan  
• Delhi Ladli Scheme  
 
Gender Budgeting & Gender Audit 
 
Government has adopted Gender Budgeting in its XI Plan to ensure sufficient 
budgetary commitments for women. In order to make capacities of functionaries and 
stakeholders, Gender Budget Scheme was launched. For this, WCD Ministry had 
various sponsored training programs and workshops at Centre and State level. Its 
work is to craft training material to make interactive sessions with state Ministries 
and provide technical support on GB training organised by other bodies. Gender 
Audit is another area in which government is planning to form Gender Budgeting 
Cell to support GB activities. Ministry has made training modules & manuals to 
develop gender auditing capacities.   
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Conclusion and Suggestions 
 
Although, Today’s young women generations in India are growing up with more 
rights and opportunities than their previous generation and they have greater power 
and control over their own lives. It is fact that considerable gains which they are 
enjoying today are result of joint and sustained efforts of their previous generation. 
Still then India lags behind in some areas. Gender equality is a project which will take 
some time to accomplish its full realization in India. It is necessary to continue 
strengthening the roots for women well-being for sustainable development.  
 
Following are suggestion to build an enabling environment for gender equality and 
sustainable development: 
 
• Building women’s capabilities and financial capacities by training programmes 
tailored according to women needs. 
• Imparting gender-sensitive education which aims to help women to develop the 
attitudes and knowledge to take decisions for the benefit of all in present and future. 
• Equal political participation of women, this will ensure equitable distribution of 
resources by government  
• Gender Impact Assessment could be done so that policy-makers have 
systematic and detailed information about the probable effects of policies and 
regulations on women. 
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Abstract 
 
With retail revolution making further inroads in India, the competition is more 
intense and every store is expecting more footfalls leading to more sales. It 
becomes imperative to study the factors leading to store patronage in this regard. 
The current study highlights the inclination of various age group respondents 
towards store patronage in Indore city. With selected respondents visiting to 
various retail stores, primary data was collected by using questionnaire. The 
data analysis reveals that age does not have much to impact in terms of store 
patronage and people of all age groups have similar tendency towards it.   
 
Keywords: Store Patronage, Age groups, Organized Retail.  

 
Introduction 
 
In India, one of the major drivers of strong retail growth path can be attributed to the 
rapid mall development, which is a subset of this booming retail sector. The common 
definition of shopping mall has evolved from one of the earliest forms of retail 
prevalent in India known as the ‘Haat’ (markets) and the ‘mela’(village fairs), which 
were used to be temporary open-air markets generally held at a fixed site on a fixed 
day or at festival time; still prevalent in India.  
 
According to Govt. reports, Indian retail sector is continuing to grow despite irregular 
global economic trends. As per Kearney, a global consultancy firm, India ranks fourth 
in terms of most attractive nation for retail investment. The major factors behind 
prosperity of this sector are robust economic growth, high disposable income coupled 
with rapid construction of organized retail infrastructure. Indian retail sector accounts 
for 22 per cent of the gross domestic product and contributes to 8 per cent of the total 
employment.  
 
Evolution of Retail in India: Ithas emerged from the neighborhoodkirana stores 
catering to relationships and familiarity to the consumers to shopping centers catering 
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to convenience of the consumers (Wheelen and Hunger, 2010). Earlier it was 
unorganized retail everywhere. Steadily, the foundation for strong economy was 
being laid when some big players started entry into organized retail stores in metro 
cities. Only few Indian companies explored the retail platform on a larger scale from 
metro cities and global exposure was needed. Few international brands like: Levi's, 
Pepe, Marks and Spencer started targeting the upper classes. Later, organized retail 
expanded to middle class customers with brands like Big Bazaar making it easy for 
them. Today the success of such retail brands proves the potential of Indian retail 
market.  
 
Shopping Center/ Mall: According to International Council of Shopping Centers, ‘A 
shopping centre is a group of retail and other commercial establishments that are 
planned, developed, owned and managed as a single property’. It further states that 
malls, one of the two configurations of the shopping centre, are typically enclosed, 
with climate controlled walkways and parking in the outlying areas (Levy and Weitz, 
2007).   
 
From Tier I cities, the retail revolution has entered to Tier II and III cities of India. 
Looking at the retail prospects and development in Tier II and Tier III cities, it can be 
said that the road to development in retail goes through these cities. An industry 
estimate shows that 35 per cent of the total retail space being developed in India is 
located in 50 such cities. Further, in smaller towns the organized retail is growing at 
50–60 per cent rate per annum as compared to 35 to 40 per cent in metros and Tier I 
cities. Shopping malls have changed the way shopping is done; it is now the outing 
package with shopping and entertainment all at one place for family.  
 
Organized Retail in India has seen remarkable growth in the last decade (Kuruvilla 
and Ganguli, 2008). The transformation of the retail industry can be well seen in 
terms of rapid growth in sales in supermarkets and departmental stores. The Indian 
retail industry is expected to rise from US$511 billion in 2008 to more than US$ 900 
billion by the end of 2016 at a Compound Annual Growth Rate of 10 percent. 
Organized retail, which contributes to almost 5 per cent of the total market, is 
expected to grow from $600 billion in 2015 to $ 1 trillion by 2020. Sales from these 
stores have expanded at commendable growth rates during the period of 2003-2008 
and 2008-2013 ranging from 24 percent to 49 percent per year. As per a study by 
McKinsey consultancy and Confederation of Indian Industries, the present value of 
the Indian retail market is about US $ 180 billion per annum. Organized retailing 
generates employment, both direct and indirect, as notwithstanding the capital 
intensity of modern retain business, it continues to be labour intensive as well 
(Pradhan, 2009). As the spending power is no longer confined to the metros, tier II 
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city has good market potential; followed by tier III cities. Tier II cities like 
Chandigarh, Coimbatore, Pune, Kolkata, Ahmedabad, Baroda, Cochin, Nagpur, 
Indore, Trivandrum etc. are providing a good platform for brands to enter Indian 
market. Now, the malls have entered tier III cities like Ujjain.  
 
The Government of India has allowed 100 per cent FDI in Single-Brand Retail 
Trading and 51 per cent FDI in Multi-Brand Retail Trading. Foreign retailers 
investing more than 51 per cent can open outlets across the country on the condition 
that 30 per cent of their sales would come from small to medium-sized domestic 
enterprises. Global chains will need to invest only 50 per cent of the initial 
compulsory investment of US$ 100 million in setting up cold storages and 
warehouses in India. The Confederation of All India Traders has signed a 
Memorandum of Understanding with eBay to train domestic retailers to use the online 
market space as an additional tool for expanding their business. The agreement will 
enable Indian traders to export via eBay to 201 countries and sell at 4,306 Indian 
locations. It is expected that such initiatives would lead to further boost of this sector.  
 
Literature Review 
 
Summers et al. (1992) studied fashion and shopping perceptions, demographics and 
store patronage. Data was collected from urban and rural female customers to 
determine if the psychographic dimension of perceptions of fashion and perceptions 
of apparel shopping was related to store patronage as well as to demographic 
characteristics. An analysis of variance revealed that rural and urban consumers 
held similar perceptions of fashion and of apparel shopping as measured by the 
factors. Significant differences in the factor scores that measured perceptions of 
fashion and of apparel shopping were noted in analysis of variance with type of 
stores patronized, shopping locales favored, time spent shopping for apparel for self 
and family, ethnicity, age, marital status, education, work status, and total family 
income.   
 
Moye and Kincade (2003) studied shopping orientation segments and explored the 
differences in store patronage and attitudes toward retail store environments among 
female apparel consumers. The purpose of study was to identify shopping orientation 
segments for US female consumers. The sample included 151 women, aged 18 years 
and over. The authors examined differences in the segments relative to store 
patronage preferences (i.e. department, discount, specialty), attitude toward the 
environment of the store selected as first choice when shopping for a specific apparel 
item (i.e. a dress), and demographic characteristics. Cluster analysis revealed that 
shopping segments described the female consumers.   
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Carpenter (2008) studied demographics and patronage motives of supercenter 
shoppers in the United States. The author provided an updated, general understanding 
of supercenter shopping behavior. The author used a sample generated from Retail 
Forward panel data to assess the impact of demographic variables, including gender, 
age, ethnicity, education, income, marital status, and household size, on supercenter 
shopping frequency across various product categories. Descriptive and inferential 
statistical techniques are used to evaluate the data. The paper identifies demographic 
groups who frequent supercenters and examines patronage motives as drivers of 
supercenter shopping behavior.  
 
Hemalatha and Najma (2013) in a study examined the influence of different store 
attributes such as customer service, price, salesman response, convenient payment 
and delivery and merchandise on store patronage behavior. The retailing landscape is 
changing dramatically. India is the ninth-largest retail market in the world. It is 
expected to grow further in the coming years. In this study, a total of 156 shoppers 
were surveyed in different Indian cities. The authors have constructed a multiple 
regression model on store patronage behavior.  
 
Bhattacharya and Dey (2014) studied the patronage behavior of customers towards 
traditional and organized retailers in India. Primary data were collected from visitors 
of organized and unorganized outlets. The study results provide useful information 
about Indian customers’ store patronage determinants while developing marketing 
strategies. Understanding of patronage behavior would help modern retailers to focus 
and strengthen the elements of their retail offerings. The authors found that value for 
money, product availability; store ambience and display of merchandize are 
considered to be better in case of organized sector while trust and loyalty are higher 
for unorganized sector.  
 
Basu et al. (2014) have explored the store choice behavior of Indian apparel shoppers 
and tried to analyze the factors influencing their choice of retail formats from an 
emerging market perspective. The research drew on a data set of 336 structured 
questionnaires with adult urban Indian respondents to understand their perceptions 
about organized and unorganized apparel store formats. The analysis revealed well-
defined store attributes influencing the apparel shoppers’ decision. The study 
established that the shoppers’ perception of single-brand stores is still going through a 
formative phase.  
 
Das (2014) explored the influences of store attributes on store personality dimensions 
across different consumer segments in India. Subsequently, the study examines 
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impact of store personality dimensions on consumer store choice behavior. A mall-
intercept survey was undertaken using a systematic sampling of 
department store shoppers of age 18 years and above in Kolkata. Multiple regression 
analysis has been used by the author to examine the objectives of this study. The 
study has revealed that different sets of store attributes have positive impact upon 
various store personality dimensions differently across the segments.  
 
Research Methodology 
 
Objective of the study 
 
To study the tendency of various age groups towards organized retail store patronage 
in Indore city.   
 
Data Collection: Secondary data was collected from books, Internet etc. Primary 
data was collected through questionnaire. A structured questionnaire was given to 
randomly selected youth respondents divided on the basis of age groups in three 
range: below 25 years; 25-30 years and 30-35 years. There were 21 questions based 
on store patronage, where respondents were asked to rank from among the options 
from among excellent to poor.  
 
Among the youth who do shopping in the retail stores in Indore city, there were 719 
respondents selected for primary data collection. These were the inhabitants of Indore 
or outside; who have been the regular shoppers of 8 major stores in Indore city (i.e. 
More Mega Store, Reliance Fresh, Vishal Mega Mart, D-Mart, Easyday, Apoorti, 
Pakiza and Pick & Move). Data collection was done in the particular store only. 
These respondents tend to offer patronage to that specific store. First time shoppers 
were not included in the survey. Internal reliability and consistency was calculated 
and was found favourable for data analysis. 
  
H0[Null Hypothesis]: There is no significant difference in store patronage for 
respondents of different age groups. Correlation and ANOVA [Analysis of variance] 
were applied for data analysis.  
 
Results 
 
H0 [Null Hypothesis]: There is no significant difference in store patronage for 
respondents of different age groups.  
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Table 1: Descriptive Statistics for Store Patronage on the Basis of Age Groups 
 

 
Mean Std. Deviation N 

Store Patronage 3.6947 .59367 719 

Age 2.3825 .77191 719 
 
The table of descriptive statistics shows the value of store patronage on the basis of 
age groups. The mean value of age near 2 indicates that respondents are of age group 
25-35 yrs. The mean value of 3.6 for store patronage depicts the neutral response of 
respondents. 
 

 
Table 2: Correlations Values for Store Patronage on the Basis of Age 

 

Correlations Values for Store Patronage on the Basis of Age 

 
Store 

Patronage 
Age 

Pearson 
Correlation 

Store 
Patronage 

1.000 .122 

Age .122 1.000 

Sig. (1-tailed) 
Store 

Patronage  
.001 

Age .001 
 

N 
Store 

Patronage 
719 719 

Age 719 719 
 
The values of the table show the relationship between the variables. The values 
clearly show that there is low degree of correlation. The store patronage does not go 
in line with the demographic variable of age. Age keeps store patronage unaffected. 
The significance value less than .05 accepts the hypothesis. Hence it can be 
concluded that store patronage is not significant with the age.  
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Table 3: Model Summary Values for Store Patronage on the Basis of Age 
 

Mod
el 

R 
R 

Squa
re 

Adjust
ed R 

Square 

Std. 
Error 
of the  
Estima

te 

Change Statistics 

Durbi
n-

Watso
n 

R 
Squar

e 
Chan

ge 

F 
Chan

ge 

df
1 

df
2 

Sig. F 
Chan

ge 

1 .12
2 

.015 .013 .58966 .015 10.80
3 

1 71
7 

.001 1.706 

a. Predictors: (Constant), Age 

b. Dependent Variable: Store Patronage 

 
The table of model summary shows that the value of R is too less in order to analyze 
the strength of the relationships. Hence it can be said that Store Patronage is 
unpredicted on the basis of age. The values of Durbin Watson are also on the lower 
side which shows that age as a demographic variable makes very little contribution 
towards the responses for store patronage. 
 

Table 4: ANOVA Values for Store Patronage on the Basis of Age 
 

Model 
Sum of 
Squares 

df 
Mean 

Square 
F Sig. 

1 Regression 3.756 1 3.756 10.803 .001 

Residual 249.300 717 .348     

Total 253.057 718       

a. Dependent Variable: Store Patronage 

b. Predictors: (Constant), Age 

 
The ANOVA table shows the value of regression & residual. The difference of 
regression & residual is too much which says that age is not able to explain the 
variations seen in the responses of store patronage. The value of significance is also 
less than .05 which depicts that the hypothesis stands accepted. Thus there is no 
significant difference of age on store patronage variables.  
 
The results state that store patronage is not affected by different age groups. The 
respondents belonging to younger age group may have store patronage due to some 
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other variables and the respondents belonging to an older age group may have store 
patronage on the basis of some other variables, but it is not distinct in this case. Age 
group of a respondent does not depict their patronage towards a particular store. 
These findings stand contradictory with Thiruvenkadam and Panchanatham, (2011) 
showing that there is a significant variation between the age groups in patronizing a 
retail store. However, Roy (1994) argues that young people, facing greater constraints 
on their time, may be restrained from frequently visiting a retailer. Empirical studies 
of shopper motivations (Westbrook and Black, 1985) also identify a predominantly 
older age segment that derives satisfaction from aspects of shopping, such as 
negotiation with salespeople and an affiliation with other shoppers. Older shoppers 
may shop more frequently if they view shopping as a recreational activity. Lifestage-
age-analysis could be used to analyze the different evaluations of the store consumers 
make throughout their lives. Younger generation shoppers gives importance for 
advertising and sales promotions, where middle age group were found price 
conscious and location sensitive and the old age groups surprisingly had given 
importance for advertising and brand image of the stores.  
 
Implications 
 
Implications for Store Managers: The store managers everywhere are having their 
major focus on increased footfalls ultimately leading to increased sales. However, in 
many cases, footfalls are not totally converted to sales. There are people who just 
walk-in and walk-out without purchasing anything; or there are many, who visit just 
once. The first and foremost objective of store manager is to generate sales from a 
customer and then make him/her loyal customer, who will patronize the store. Better 
understanding of customer requirements facilitates patronage (Jere et al., 2014). 
Every store has got a set of loyal customers. All it needs is to increase the number. 
Customers of all age groups specially youth have got a major say in overall sales of 
items like- garments, accessories, mobile phones, electronic items etc. Better 
understanding of youth psyche would surely help store managers.The study also has 
critical implications for store managers specially in the wake of big challenges thrown 
by Online shopping models. There are numerous companies like Flipkart, Myntra, 
Snapdeal, Amazon etc., which are making big profits in India through online mode by 
targeting specially the youth.  
 
The study has delved into store patronage tendency among various age groups in 
Indore. In terms of respondents, people from age upto 35 years were taken, which 
may not be actual representative of all those who go to organized retail stores. There 
may be a possibility of biasness from respondents in filing the response. Further 
research can be done in more cities and more states across the country. Comparative 
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studies can be done with respect to impact of gender and other demographic variables 
on store patronage.   
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Abstract  
 
Car is one of the costlier purchase made by Indian customer and because of 
the effort and value attached to such a purchase expect high standards of 
product support service. When the product support service does not match to 
expectation the customer tends to get dissatisfied. The paper aims to develop a 
comprehensive scale and identify the dimensions of dissatisfaction in service 
of car at authorized service centers. The questionnaire comprised different 
dimensions of dissatisfaction in service of car at authorized outlets. The study 
was limited to first car buyers in Puducherry. The dimensions of 
dissatisfaction were identified as based on maintenance, handling, hassle, 
time, communication, finance and atmospheric attributes. The scale developed 
will be of use to car companies and service outlets to check the factors that 
can cause dissatisfaction and overcome them.   
 
Keywords: Dissatisfaction, product support service, service expectations, 
Word of mouth 
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Introduction 
 
A consumer’s car servicing experience is influenced by the way the perceived 
problems are handled, the ability of the supervisor to understand the problems 
narrated by the customer, the ambience of the customer lounge and the performance 
of the vehicle post service. The consumer will start to evaluate the service right from 
the moment of fixation of appointment and till the customer starts using the vehicle 
after servicing. This interface between the expected service and the actual service 
experienced produces either satisfaction or dissatisfaction. Oliver (1980) pointed out 
that outcome above expectation levels result in satisfaction, while outcomes below 
the expected levels result in dissatisfaction. Hence a feeling of dissatisfaction sinks in 
when the service experienced is not in compliance with the anticipation of the 
customer. Every automobile company is aware that product support service is a major 
combat zone to competitive advantage and has to do everything at its command to 
ensure the customer does not go out dissatisfied. 
 
This paper takes a look at possible negative perceptions that can arise in the minds of 
customer during a service encounter that can turn out as dissatisfaction in their 
service at company authorized service centers. Dissatisfaction in car service is 
concerned with the negative anxiety caused by an unsatisfactory service encounter for 
a product for which the customer would have spent a considerable life time earnings. 
The companies unless and until are aware of the displeasures of the customers will 
continue to work the same way they perform now which can lead to higher customer 
dissatisfaction and give rise to customer switching behavior.  
 
Customers tend be plausibly pleased when they find the service expectations to match 
with their expectations and will be apt to get dissatisfied when they find the 
performance perception across any of the dimension going below the anticipated 
service level. Stefanou et al (2003) identified that customers have some expectations 
about a service and when their notion of service is not fulfilled tend to feel a sense of 
dissatisfaction. Colgate and Danaher (2000) specified that dissatisfaction might be 
generated earlier than satisfaction and have a longer interval, as customers have the 
propensity of retaining negative feelings for a longer duration of time 
 
Car happens to be one of the costlier purchases made by Indian customers and hence 
their service perception in case of cars tend to be high. Hence customers tend to get 
dissatisfied when service levels do not match to their expectations. Cardozo (1965) 
said that customer dissonance would be increased, as customers put substantial effort 
to acquire a product or paid a considerable price. Moreover when the company 
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creates hype on its service promise a high expectation will be created. When the 
company fails to satisfy that exaggerated expectation dissatisfaction sets in. Rust and 
Oliver (2000) state that customers tend to get dissatisfied when service levels are at 
normal levels. Fornell et al. (2005) found that companies that try to exceed customer 
expectation on a continual basis often reach a point of diminishing returns. 
 
Review of Literature 
 
Inman et al (1997) found that customers sensed a negative effect even when 
expectations are met when they apprehend that the service would have been better 
had they chose an alternative service provider. Kjell and Johan (1980) found 
dissatisfaction as an intervening variable between marketing actions and complaining 
behavior caused by negative inconsistency between expectations and perceived return 
satisfaction. Taylor and Burns (1999) define consumer dissatisfaction as a function of 
the consumer’s expectations about product performance, the product’s delivered 
performance, and the comparison between pre-purchase expectations and the post-
purchase performance. Maute and Dube (1999) revealed that the positive and 
negative emotions experienced in service situations influence the overall extent of 
satisfaction or dissatisfaction derived from the service. Wirtz and Matila (2001) 
pointed out that the confirmation or disconfirmation of experience prior to 
consumption is the essential determinant of satisfaction. Bell et al (2005) postulated 
that technical quality identified by quality of the service output is a much stronger 
driver of defection than functional quality indicating the interaction between the 
service provider and customer. Kotler and Keller (2006) identified that in global 
market place companies that offer inferior local service are seriously deprived in spite 
of making a very good product and firms with less quality service are outpaced by 
their high service oriented competitors. Winer (2012) found that the largest difference 
in loyalty between completely satisfied and merely satisfied customers have been 
established in highly competitive industries such as automobiles and those who were 
totally satisfied were six times more prone to patronize than those who were merely 
satisfied.  
 
Best and Andreasen (1977) found that a greater part of dissatisfied consumers do not 
voice their grievance to an organization while Moshe and Peter (1977) brought out 
that when consumers do not voice their complaint, the company loses a chance to 
identify and rectify the problem leaving both the consumer and organization 
dissatisfied. Fornell and Didow (1980) acknowledged that without knowing the 
customer’s motive for being unhappy, the mission of taking corrective actions to 
avoid or lessen future unhappiness is challenging. Churchill and Surprenant (1982) 
stated that companies should always be watchful to find out the reasons that may 
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cause consumer dissatisfaction as it has the propensity to harm the future of the 
company.  
 
Objective of Study:  
To develop a comprehensive scale and identify the dimensions of dissatisfaction in 
service of car at authorized service centers.  
 
Research Methodology:  
The questions were based on the factors of dissatisfaction developed on the basis of 
focus group outcomes. This scale was developed on a five point scale with 1 
indicating strongly disagree, 2 Disagree, 3 neither agree nor disagree, 4 Agree and 5 
Strongly Agree. The research instrument was an interviewer administered survey. The 
resultant questionnaire comprised 28 Likert scales reflecting the different dimensions 
of dissatisfaction in service of car at authorized outlets.  The data was collected using 
personal interview method and a total of 150 respondents who were in some aspect 
dissatisfied with their service evaluation and identified through snow ball sampling 
method. It is a non-probability sampling technique where existing study subjects 
recruit future subjects from among their acquaintances. The respondents were spread 
out from all brands of cars that have company authorized service outlets in 
Puducherry. The study was limited to respondents who were first car owners and car 
being a maximum of two years from purchase. The idea was to not entertain a bias 
based on previous car ownership experience.  
 
Analysis and Interpretation 
 
Exploratory factor analysis was performed with varimax rotation on the total twenty 
eight questions. 
 
Table 1: Components of dissatisfaction in service of car at authorized outlets 
 Components of dissatisfaction in service 

of car 
Dimensions Loadings 

Ser13 I feel that the problem has not been 
rectified fully and recur after short time 

Maintenance 

.978 

Ser16 Feel the car gets rough handled while 
taken for test ride 

.975 

Ser15 Trouble shooting is not proper and they 
often attend to things that are not the real 
cause of problem 

.970 

Ser14 Feel startled when I hear of cases where 
vehicles have been handed over forgetting 

.948 
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to top up after draining oil 
Ser5  Door hinges make noise after maintenance 

due to pressure given on the door while 
wiping roof of vehicle 

Handling 

.973 

Ser11 While the car has to wait for spare parts it 
is often put in open under hot sun 

.969 

Ser12 Observe scratches on the car after I gave it 
for maintenance 

.965 

Ser10 The car seat upholstery has grease stains 
after the maintenance 

.931 

Ser1 It takes a long time to arrange the spare 
parts 

Time  

.955 

Ser9 I often get mis-communicated on the 
timing needed to complete the work 

.952 

Ser7 When I deliver the car for maintenance it 
takes a long time before it is taken for 
maintenance 

.949 

Ser8 After maintenance the car needs to wait a 
long time before it gets water washed  

.943 

Ser26 Every time after maintenance they lock 
seat belts under the seat treating everyone 
as a non user of seat belts 

Hassle 

.962 

Ser28 They often wrongly position the rim 
covers creating nuisance while inflating 
the tyres 

.944 

Ser27 Sometimes they do not re-fix items pulled 
out for maintenance for which I need to 
take the vehicle again 

.927 

Ser23 They often put their service centre sticker 
in car glass without permission which at 
times block our vision 

.918 

Ser18 I am not properly communicated of 
probable maintenance charges before they 
begin the work 

Communication  

.956 

Ser25 When I tell the complaints the supervisor 
does not properly listen to it  

.949 

Ser22 I get an irresponsible reply when I make a 
complaint after the service.  

.942 

Ser24 Immediately after maintenance I get a call .915 
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from the tele – caller of service center that 
there are hosts of pending problems  

Ser21 I often feel that I pay an exorbitant labor 
charge 

Finance 

.968 

Ser20 For simple problems the whole unit gets 
changed and hence charge me a huge 
amount 

.949 

Ser17 Erratic handling by personnel leads to 
scratches that often get charged to my 
account 

.945 

Ser19 Not sure if they are changing the oil and 
other consumables for which I pay 

.912 

Ser3 The waiting room looks very cramped 

Atmospherics 

.924 
Ser6 The humidification arrangements in the 

waiting room is not proper 
.922 

Ser4 It would be better to provide different 
waiting rooms for chauffeurs and owners  

.907 

Ser2 It would be better if there is mild music 
instead of blaring television whose 
program is tuned by the one who 
dominates  

.906 

 
Table 2 Eigen Value and Variance of dimensions of dissatisfaction in service of 
car 
Summary Statistics F1 F2 F3 F4 F5 F6 F7 
Eigen Values 7.25 5.19 4.44 2.99 2.52 2.33 1.77 
% of variance explained 25.90 18.52 15.87 10.66 9.02 8.33 6.32 
Cum % of variance 
explained 

25.90 44.41 60.29 
70.95 79.96 88.29 

94.61 

N   =200 Sample = All respondents Unit = Factor loadings 
Source: Primary data 

 
Dimensions of the Model:  
The first dimension identified as maintenance attributes concerns statements such as 
problem not getting fully rectified, improper trouble shooting, rough handling of 
vehicle and carelessness on the part of service personnel. This dimension accounts for 
25.90 percent of variance. 
The second dimension labelled as handling attributes concerns statements such as 
door hinges getting pressured, putting the vehicle in sun, car getting scratch marks 
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and grease stain marks in seat upholstery. Customers value their car very much as it is 
a costly purchase and would in turn expect everyone involved in the maintenance of 
the car to handle them in a proper manner. This dimension accounts for 18.52 percent 
of variance. 
 
The next dimension recognized as time attributes involves components such as not 
being clearly communicated the time needed for maintenance, taking a long time to 
arrange spares, waiting a long time to start maintenance and waiting after 
maintenance to get the car water washed. Hui et al (1998) inferred that customers 
have in particular negative responses to delays over which they deem the service 
provider has control. The time dimension accounts for 15.87 percent of variance. 
 
The fourth dimension classified as hassles involves statements such as locking of seat 
belts, wrongly positioned rim covers, failing to fix items removed during maintenance 
and putting stickers on glasses. A hassle is a minor irritant which when faced 
repeatedly can turn to be a major source of dissatisfaction. It is the practice of service 
centres to put their stickers around vehicles which often is an intrusion to the view 
that is available from the car. 
 
The fifth dimension categorized as communication attributes includes components 
such as not being informed of work at the start of maintenance, supervisor not 
listening to complaints properly, poor feedback, post maintenance immediately 
communicating a host of pending problems. Jones and Sasser (1995) suggested that 
companies often have an inadequate procedure for mitigating a poor service 
experience. Dellaert and Kahn (1999) deduced that when delays are unavoidable the 
cause should be clearly communicated to customers along with accurate estimate of 
duration. This dimension accounts for 9.02 percent of variance. 
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Fig 1: Confirmatory Factor Analysis with seven dimensions of dissatisfaction in 

service  
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The sixth dimension sorted as financial attributes comprised of statements such as 
exorbitant labor charge, whole unit replacement, getting charged for scratches 
happening during service and not being sure if the said quantity of consumables were 
replaced. Bei and Chiao (1994) found price as a major factor of customer satisfaction 
as they think of price whenever they assess the worth of an acquired service. Kotler 
and Keller (2005) stated that buyers in their choice of manufacturer estimate the life 
cycle cost which comprise the product purchase cost plus the discounted cost of 
maintenance and less the discounted salvage value. The financial dimension 
accounted for 8.33 percent of variance. 
The final dimension recognized was atmospheric attributes accounted for by 
statements such as waiting room looking cramped, improper humidification 
arrangements, not having separate provisions for owners and chauffeurs and absence 
of mild music. The lounge should embody an air of convenience amidst a calm 
environment for people to wait till their vehicle is ready. This dimension accounted 
for 6.32 percent of variance.                                                                                                                                                                        
 
Model fit 
The above measurement showed a satisfactory data fit. The CMIN/ DF ratio was 
1.399, which is within the agreed range of less than 3 which is indicative of an 
acceptable fit between the sample data and hypothetical model. The values of the fit 
indices are shown in the table below and the values show the model as acceptable. 
 
Table 3: Model fit indices for the seven dimensions of dissatisfaction   
Index 
of fit 

CMIN DF CMIN/DF GFI AGFI NFI IFI CFI RMSEA 

Value 460.225 329 1.399 .830 .790 .943 .983 .983 .052 
 
From above table Bollen's (Bollen, 1989b) incremental fit index (IFI) values close to 
1 indicate a very good fit. Bollen's (Bollen, 1986) relative fit index (RFI) values close 
to 1 indicate a very good fit. The GFI (goodness of fit index) identified  by Joreskog 
and Sorbom (1984)value is less than 1 where a value of one indicates a perfect fit. 
The reliability of the seven dimensions were established through Cronbach’s alpha 
calculation and were considered adequate as they are above 0.70  
 
Table 4 - Reliability analysis 

Dimensions Cronbach's Alpha 
Maintenance dimension 0.989 
Handling Dimension 0.985 
Time Dimension 0.982 
Hassle Dimension 0.979 
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Communication Dimension 0.978 
Finance Dimension 0.975 
Atmospherics dimension 0.969 
Total 0.876 

 
The list of the final set of components that measure the seven dimensions of 
dissatisfaction in service encounter at authorized car service outlets are given as here 
under 
 
Table 5 Dissatisfaction in service encounter at company authorized car service 
centers 
Components of dissatisfaction at 
company authorized car service 
centers 

Mean SD Dimension Mean SD 

I feel that the problem has not been 
rectified fully and recur after short 
time 

2.82 1.40 

Maintenanc
e 

2.82 1.39 

Feel the car gets rough handled 
while taken for test ride 

2.82 1.41 

Trouble shooting is not proper and 
they often attend to things that are 
not the real cause of problem 

2.82 1.42 

Feel startled when I hear of cases 
where vehicles have been handed 
over forgetting to top up after 
draining oil 

2.82 1.43 

 Door hinges make noise after 
maintenance due to pressure given 
on the door while wiping roof of 
vehicle 

2.23 1.40 

Handling 2.24 1.37 
While the car has to wait for spare 
parts it is often put in open under 
hot sun 

2.27 1.45 

Observe scratches on the car after I 
gave it for maintenance 

2.23 1.38 

The car seat upholstery has grease 
stains after the maintenance 

2.24 1.36 

It takes a long time to arrange the 
spare parts 

2.22 1.42 Time  2.21 1.33 
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I often get mis-communicated on 
the timing needed to complete the 
work 

2.24 1.34 

When I deliver the car for 
maintenance it takes a long time 
before it is taken for maintenance 

2.21 1.36 

After maintenance the car needs to 
wait a long time before it gets 
water washed  

2.19 1.34 

Every time after maintenance they 
lock seat belts under the seat 
treating everyone as a non user of 
seat belts 

2.61 1.33 

Hassle 2.61 1.31 

They often wrongly position the 
rim covers creating nuisance while 
inflating the tyres 

2.61 1.35 

Sometimes they do not re-fix items 
pulled out for maintenance for 
which I need to take the vehicle 
again 

2.61 1.38 

They often put their service centre 
sticker in car glass without 
permission which at times block 
our vision 

2.61 1.35 

I am not properly communicated of 
probable maintenance charges 
before they begin the work 

2.45 1.40 

Communica
tion  

2.43 1.34 

When I tell the complaints the 
supervisor does not properly listen 
to it  

2.43 1.38 

I get an irresponsible reply when I 
make a complaint after the service.  

2.45 1.37 

Immediately after maintenance I 
get a call from the tele – caller of 
service center that there are hosts 
of pending problems  

2.41 1.40 

I often feel that I pay an exorbitant 
labor charge 

2.79 1.43 
Finance 2.79 1.36 

For simple problems the whole 2.80 1.45 
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unit gets changed and hence charge 
me a huge amount 
Erratic handling by personnel leads 
to scratches that often get charged 
to my account 

2.79 1.38 

Not sure if they are changing the 
oil and other consumables for 
which I pay 

2.79 1.40 

The waiting room looks very 
cramped 

2.63 1.40 

Atmospheri
cs 

2.65 1.30 

The humidification arrangements 
in the waiting room is not proper 

2.66 1.39 

It would be better to provide 
different waiting rooms for 
chauffeurs and owners  

2.67 1.27 

It would be better if there is mild 
music instead of blaring television 
whose program is tuned by the one 
who dominates  

2.63 1.37 

 
 
Conclusion 
Customers give their vehicles for service with the hope that the vehicle performance 
will be better after the service. When customer expectation tends to get belied 
because of poor service dissatisfaction sets in. The dissatisfaction can be either 
explicit when the service center can act or subtle where the dissatisfaction is not 
overtly expressed. When customer has a bad service experience the chances of 
switching over to local mechanics can happen. The gadgets needed to attend present 
day cars may not be available with local mechanics further complicating the 
maintenance issues. The negative attitude developed by customer on the above factors 
will be channelized on the brand of car. This situation may lead to a negative word of 
mouth. Word of mouth usually has a large influence on prospective buyers. The 
negative word of mouth will have an impact on both the service outlet and brand of 
vehicle. The companies’ will have a tough time to promote their vehicle against a 
negative word of mouth. Hence the above scale will be highly useful to company and 
service outlets to check the factors that can cause dissatisfaction and overcome them. 
This study has been limited to one city and also to first time car owners and hence in 
future be extended to long term car owners, repeat car buyers and across other 
geographies.  
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    Abstract 
 

Capital market is vital for the development and strength of economy. A strong 
and vibrant capital market assists corporate sector, invites finance and 
exploitation of new process, instruments and managing of financial risk. 
Developed capital market provides some key macro economic benefits such as 
higher economic growth, higher productivity, and capital growth, higher 
employment and a better developed financial sector. In India capital market 
reforms are in two ways such as legal reporting reforms and technological 
frame work reform. Share repurchases is one of the important reform covered 
under legal reporting reforms. This research article highlights the needs of 
buyback of shares, various legal provisions under The Companies Act 2013 and 
impact on financial and administrative set up of the corporate such as better 
control, higher EPS, efficient use of cash resource etc. 

 
Key Words: Capital market, Buyback, EPS, Market Capitalization, Legal 
reforms, Technological reform.  

 
 
1. INTRODUCTION  
 
Capital market is vital for the development and strength of economy. A strong and 
vibrant capital market assists corporate sector, invites finance and exploitation of new 
process, instruments and managing of financial risk. Now day’s individual investors, 
mutual funds, pension funds and insurance funds are investing their money in various 
instruments of capital market. Consequently, sustainable and systemic development 
of capital market has become essential.  
 
Developed capital market provides for some key macro economic benefits such as 
higher economic growth, higher productivity, and capital growth, higher employment 
and a better developed financial sector. In addition developed capital market also 
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provides some micro economic benefits including; wealth creation for private 
investors, more flexible financing for companies, improvement of governance 
structures, higher cross border M&A power and driving entrepreneurial behaivour.  
 
1.1 Role of Indian Capital Market 
 
The capital market in India is a market for securities, where companies and 
governments can raise long term funds. It is a market designed for the selling and 
buying of stocks and bonds. Stocks and bonds are the two major ways to generate 
capital and long term funds. Thus, the bond markets and stock markets are considered 
as capital markets. The capital markets consist of the primary market, where new 
issues are distributed to investors, and the secondary market, where existing securities 
are traded. The major players in the Indian Equity Market are Mutual Funds, 
Financial Institutions and FIIs representing mainly Venture Capital Funds and Private 
Equity Funds. The Indian equity market at present is a lucrative field for investors. 
The Indian stocks are profitable not only for long and medium term investors, but 
also for the position traders, short-term swing traders and also very short term intra-
day traders and speculators1. 
 
1.2 Justification of Capital Market Reforms in India  
 
There have been a number of major changes in the economic and financial policies in 
India since 1991. Liberalisation, Globalisation and market reforms have had an 
impact on the functioning of the market. Reports from other markets have shown that 
reforms and liberalization have led to increased efficiency.2 
 
The Indian capital markets have developed dramatically over the past two decades. 
The total market cap   of all the Indian companies is nearly 65% of the GDP. The 
emergence of Securities and Exchange Board of India (SEBI) as the supreme capital 
market regulator showed India’s commitment to come across as a strong economic 
force, through establishing market best practices of enhanced corporate disclosure 
and increased investor protection. The capital market reforms were based on 
improving two fundamental aspects. First, the improvement in the legal reporting 

                                                             
1 Kaur, Karamjit& Rajneesh (2014).  Capital Market Reforms in India. IRACST – International 
Journal of Commerce, Business and Management (IJCBM), 03(03), 422-439. 

2 Rohini Singh (2010). Globalisation and Capital Market Reforms: Impact on Efficiency of the 
Indian Stock Market.  Decision,  37(02), August,  
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framework and second the improvement in the technology framework3. Since 1994, 
in the area of capital market, the following major steps taken by the government for 
improvement of capital market such as: 
 
1.3 Reforms: Legal Reporting Framework 

 Abolition of control over capital issues, free pricing of capital issues, 
permission of foreign equity participation, 

  Permission to FIIs to invest up to 74% in primary and secondary market 
without any lock in period,  

 Opening mutual funds industry to the private sector and conferring legal 
status of SEBI,  

 Setting up of National Stock Exchange (NSE) in 1993,  
 Indian companies are allowed to issue Euro–equity, Investment norms for 

NRIs and overseas, corporate bodies’ liberalized, 
 Establishment of Creditors Rating Agencies, 
 Increasing of Merchant Banking Activities, 
 Repurchase of Shares by Companies Permitted. 

 
1.4 Reforms: Technology Framework 

 Screen based trading and settlement system, 
 Integrated Market Surveillance System (IMSS) in 2006, 
 Electronic funds transfer system, 
 Dematerialization of certificates etc (Demat form).  

 
It is clear that lot of legal and technical reforms were made by the government for 
transparency of the truncations. In the present article research is focusing on 
repurchase of Shares by Indian companies and how Indian companies are managing 
equity in different situation. 
 

2. BUYBACK OF SHARES: THE CONCEPT   
 
Buyback of share or repurchase of share is a form of legal reform in the Indian capital 
market.  Until 31st October, 1998, buy-back of shares was not permitted by the 
Companies Act, 1956. Reduction of capital is strictly prohibited under section 66 of 

                                                             
3 ASSOCHAM and pricewaterhousecooper (2010). The Indian capital market, growth with 
governance.  
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the Companies Act, 1956, the reason being that the capital of a company works as a 
cushion for creditors of the company. The Indian corporate section, in its attempt to 
be at par with International practices, had been demanding during the recent post few 
years for legislation permitting buy back of shares. The companies (Amendment) Act 
1999 has introduced the concept buyback of shares and allowed the companies to 
purchase their own shares. 
 
Buyback of shares means a company buying its own shares. Buying shares back 
would mean payment to the owners prior to the redemption of outside liabilities. It is 
a company-sponsored initiative and has several positive benefits.  It is one of the 
important tools for capital restructuring in contemporary environment. Companies 
typically have two uses for profits. Firstly, some part of profits can be distributed to 
shareholders in the form of Dividend and secondly Stock repurchases/ buyback of 
shares. As a result of buyback there is a smaller capital base and hence earning per 
share increases. This leads to an increases in the share price of the company divided 
per share of such companies are also increases. 
 
2.1 Objectives of buyback of shares 
As per previous international experience and requirement of Indian corporate world, 
major objectives for buy back may be one or more of the following:- 

 To return surplus cash to shareholder. 
 To increase the underlying shares value. 
 To support share price during periods of temporary weakness. 
 To achieve or maintain a target capital structure. 
 To prevent or reduce unwelcome takeover bids.  
 To increases earning per share/dividend per shares. 
 To obtain efficient utilization of financial sources. 

 
2.2 Authorization for buyback 
According to Section 68 of the Companies Act, 2013, the following conditions are 
fulfilled by the company before buyback of shares:- 

 The company can buyback its shares only if it is authorized by articles of 
association. If the article of association  do not provide for such permission, 
first the articles of association have to be so amended as to provide for such 
authorization 

 A special resolution is to be passed in the general meeting of the company 
which authorizes company to buyback its own shares. 

 All the shares which are to be buyback to be fully paid up. Party paid up 
shares cannot be buyback. 
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 The buy back is or is less than twenty five percent of the paid up capital and 
free reserve of the company.  

 The ratio of debt owned by the company is not more than twice the capital 
and free reserves after buy back that is; the debt aggregate of paid up capital 
and free reserve<2:1. 

 However the Central Government may prescribe a higher ratio of the debt for 
specified class or classes of companies. 

  If buyback of their shares is less than 10% of the total capital, they needs 
only a simple resolution passed in board meeting of directors. 

 Every buyback should be completed within 12 months from the date of 
passing special resolution or the Board Resolution. 

 
2.3 Source of Fund for buyback- 
  According to the Company’s Act 2013, a company may purchase its own 
shares out of; 

 Its free reserve, or  
 The shares premium A/c, or  
 The proceeds of any shares or other specified securities. 

 
It is to be noted that when shares are to be buyback out the proceeds of shares, the 
proceeds of any earlier issue of shares of the same kind cannot be utilized for buy 
back. In other words, fresh issue of shares or specific securities should be make out to 
replenish the shares now being bought. 
 
2.4 Sources for buyback 
             The following sources are available for buyback of shares:-  

 From the existing share holders on a proportionate basis, or  
 From the open market, or  
 From odd lots, that is to say where the lot of securities of a public company, 

whose shares are listed on a recognized stock exchange, is smaller than such 
marketable lot, as may be specified by the stock exchange, or  

 By purchasing the securities issued to employees of the company pursuant to 
a scheme of stock option of sweat equity. 

 
2.5 Types of Buyback 
 
Selective Buyback: A selective buyback is a buyback in which same kind of buyback 
offer is not given to each and every shareholder rather than offers are made to only 
some of the shareholders or a group of shareholders of the company. 



   JSSGIW Journal of Management, Volume-III, Issue No. I, Oct.-Mar., 2016     
 

 

86

 
General Buyback: When company buyback his shares from employees, salaried 
director or any other person it will treated as general buyback.  
 
3. EFFECTS OF BUYBACK ON THE FUNDAMENTALS OF THE  
COMPANY. 
 
Enhancing market price per share, market capitalization and reduction in average cost 
of capital- due to buy-back the remaining number of shares would come down 
resulting in a higher EPS making the share attractive for investors etc. The entire 
effect of buyback of shares is presented in two different ways: 
 
3.1 Positive effects of buy-back of shares 

 Shareholders have a choice of deciding whether or not to receive the payout 
by selling or holding their shares, unlike a dividend payout. 

 Returning excess cash by way of share buyback gives a company greater 
flexibility with regard to its dividend policy. 

 Share buybacks could enable a company to achieve its desired capital 
structure more quickly or facilitate a major restructuring.  

 A share buyback could prevent a hostile takeover bid by reducing the number 
of shares in circulation. 

 Increase in EPS and increase in shareholders’ wealth.  
 Decrease in Dividend Distribution Tax amount.  
 Floating stocks comes down and increase in market capitalization.  
 Increase in promoters’ holding in (term of percentage).  

 
3.2 Negative aspects of buy-back of shares. 

 The repurchase of its own shares may conversely have a negative signaling 
effect as the market may think that the company has fewer growth 
opportunities after a share buyback due to reduction of cash resources. 
Management may not seek to utilize any existing excess cash effectively by 
acquiring new investment or developing profitable markets. 

 Possible mismanagement may arise if too high a price is paid for the re-
purchased shares, to the detriment of remaining shareholders, or if cash 
resources are eroded to the level that could give rise to a risk of insolvency at 
the expenses of its creditors. 

 A return of funds by way of a share buy-back is less certain than an annual 
dividend stream. 
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3.3 Appropriateness of Buyback 
 
Now the question arises what is the appropriate time/situation for buyback of shares. 
Based on the experience of the many Indian corporates, appropriateness of buyback is 
explained as follows.  

 High net cash position when a company is having higher cash and in future  
requirement of cash is at lower level than buyback of share is one of the 
appropriate strategy( Microsoft and RIL) 

 High dividend yield, when dividend is higher at attracts unwanted takeover 
and controlling efforts in a corporate. In that situation it a better to reduce the 
number share in the stock exchanges with the help of buyback of shares. 

 Low debt/equity ratio when compare to debt equity is more in the market and 
company want to restructure capital structure than they can go for buyback of 
shares and restructure the combination of debt and equity pattern.  

 Low capital expenditure requirements, in future expansion and 
developmental activities not required or company is in saturation point in that 
condition buy back of share is appropriate long term strategy.  

 
4. BUYBACK OF SHARES - CURRENT STATUS  
 
More than 15 years are over since the lunching of buyback program by Indian 
government. When we are focusing on current status we find that in initial year’s 
response was encouraging but after that mixed response observed.  Exhibit I, 
indicates year wise, no of offers and amount involve in buyback offer in the last six 
years.  Buyback activity in the Indian stock market touched a five-year high in 2013-
14, with 33 offers involving an acquired amount of Rs.4,426 crore concluded during 
the financial year. Previously, the maximum number of buybacks concluded in a 
single year was seen in 2008-09, when 46 such offers were closed. But compared to 
2009-10, buybacks in the previous financial year witnessed a greater degree of 
success, with 78 per cent of the target of Rs. 5,704 crore achieved. In contrast, just 29 
per cent of the offer amount of Rs. 4,146 crore was met in 2009-10. There have been 
more successful years in terms of the amount acquired through buybacks vis-à-vis the 
offer amount. In 2010-11, 96 per cent of the buyback target of Rs.4, 181 crore 
through 46 offers was met and in 2008-09, 93 per cent of the buyback target of 
Rs.1,891 crore was achieved. 
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Exhibit I:  Present Status of Indian Corporates 

Year  No of 
Offers  

Offer Amount  
( Rs. in Crore)  

Acquired 
Amount  

( Rs. in Crore) 

Percentage 

2008-09 46 1891 1763 93 
2009-10 25 4146 1192 29 
2010-11 19 4181 4008 96 
2011-12 29 2582 1152 45 
2012-13 20 12532 4746 38 
2013-14 33 5704 4426 78 

     Source: Calculated and complied from annual reports of SEBI from 2008-09 to 
2013-14. 
 
The value of shares acquired through buybacks was also higher in 2012-13, at Rs. 
4,746 crore. But this was just 38 per cent of the acquisition target of Rs.12,352 crore. 
While 24 of the buybacks in 2013-14 were conducted through the stock exchange 
route, the remaining seven were through the tender route. The largest buyback 
completed during the year was by NHPC for Rs.2,368 crore, accounting for over half 
of the total amount acquired through buybacks. Other large buybacks that were closed 
during the year include offers by Bayer Cropscience (Rs.454.9 crore), UPL (Rs.282.5 
crore), JBF Industries (Rs.73.2 crore), Jagran Prakashan (Rs.47.5 crore), FDC 
(Rs.46.5 crore), SMS Pharmaceuticals (Rs.40.5 crore) and Graviss Hospitality (Rs.43 
crore). 
 
4.1 Buyback: Different ways  
 
As far as different ways of buyback is concern, in India buyback through open market 
and buyback through tender offer are the most popular ways. Exhibit I indicates 
different ways of buyback of share in India. In the last six years most of the buyback 
was made through open market (149 cases) and lower preference is for tender offer 
(23 cases) out of the total 172 cases.  
 

Exhibit II:  Buyback of shares: different ways in India 
 

Year  No of Offers  Buyback through Open 
Market 

Buyback through 
Tender Offer 

2008-09 46 43 03 
2009-10 25 22 03 
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2010-11 19 14 05 
2011-12 29 28 01 
2012-13 20 17 03 
2013-14 33 25 08 

Source: Compiled from annual reports of SEBI from 2008-09 to 2013-14. 
 
4.2 Buyback of shares and price movement 
 
To find out the impact of buyback of share on the price movement some data are 
collect for the year 2011-12. It indicates mix response of buyback on price movement 
of shares.  Out of 12 buyback of shares, incase of six buyback pricea are gone upward 
and similarly in remaining six cases pricea are gone downward. Highest increases in 
term of percentage 19.9% in case of HEG where as lower price increases in case of 
on mobile 0.8%.  Similarly incase of negative trend of price highest negative growth 
was 32.2% in case of Deccan Chronicle Holdings. On the other hand lower negative 
growth was for FDC ltd up to 5.2%. it indicates each and every buyback of shares 
cannot increases the price of shares. There are some other facts which are also 
affecting prices of the shares in stock exchange.  
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Exhibit III 

 
Source: The Chartered Secretary, June 2013, p 658. 
 
4.3 Buyback of shares in PSU 
 
In January 2012, Central Government approved the buyback of shares for the cash 
rich PSU’s in the ways of increasing stake of government and to support the prices of 
other PSU, s for which government is going for disinvestment.  Exhibit IV indicates 
the cash rich PSU, s but in some PUS,s are having heavy debt burden. 
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Exhibit IV Excess Cash with PSUs (March 2012)  

 
Source: The Chartered Secretary, June 2013, p 659. 
 
We observed that out of the 15 PSUs, Nine are having higher cash and lower debt 
burden in the year 2012, in that condition buyback of shares is a appropriate strategy 
to enhance stake by the government and support the secondary market.  But there are 
six PSU,s are having higher cash but at the same time they are having higher debt 
burden also. In that situation rather than buyback of share it is appropriate to reduced 
debt burden and revised the capital structure which will enhance their ROI, financial 
solvency and EPS positively.     
 
4.4 SEBI new norms for buyback  
 
The market regulator SEBI had tightened the rules for buyback of shares to prevent 
instances of promoters attempting to drive up share prices. Some important points are 
as:  

 As per new norms it is mandatory to buyback 50% of the offer earlier it was 
only 25%. If company is failing 2.5% of the amount earmarked will be 
forfeited.  
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 Now maximum period for buyback is 6 months earlier it was one year for the 
issue of offer.  

 The companies shall create an escrow account towards security for 
performance with an amount equivalent to at least 25 percent of the amount 
earmarked for buy-back. 

 After the buyback of shares companies cannot raise further capital for at least 
one year earlier it was 6 month of time.  

 The companies shall buyback 15 percent or more of capital (paid-up capital 
and free reserves) only by way of tender offer. 

 The promoters of the company shall not execute any transaction, either on 
market or off-market, during the buyback period. 

 
5. CONCLUSION:  
 
Buyback of share is one of the remarkable reforms in the history of Indian corporates 
to works as international requirement and face the internal competition. As far as 
Indian is concern in the last fifteen years many Indian corporates had taken this 
opportunities arises due to buyback of shares to enhance EPS, support share prices in 
temporary weakness situation, utilization of excess cash, and most important 
restructuring of capital structure and control over the ownership etc. but in some cases 
buyback of share is not an appropriate strategy for long period of time. Through 
buyback of shares corporates may give a signal to market about the financial strength 
and sound position of corporates. At the same time it is one of the tools in the stock 
exchange to improve liquidity in the market. As a regulator SEBI has also taken many 
legal and administrative reforms to control and regulate capital market for the benefits 
investors and other stakeholders.  
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Abstract 
 
Social entrepreneurship as an effective tool to facilitate sustainable 
development of any nation is an emerging area of investigation.  In view of 
significance of social entrepreneurial activity in overcoming social 
challenges towards the initialization of sustainable development, the purpose 
of this paper is to attempt to look at sustainable development and social 
entrepreneurship: a tool for facilitating sustainable development in Assam. 
Also this paper draws on existing literature which reveals sustainable 
development to be a diverse, complex, and challenging concept and utilized 
by social entrepreneurs as a powerful tool to bring about positive social 
change to achieve sustainability. Three case examples and initiatives of 
social entrepreneurship in Assam are documented by this research to provide 
a perspective on the importance of social entrepreneurship as an approach to 
create social value and facilitate sustainable development in the state. 

 
Keywords: Social entrepreneurs, social entrepreneurship, sustainable 
development, social challenges, Assam 

 

Introduction 
 
One of the main outcomes of the Rio+20 Conference (2012) was to establish an 
inclusive and transparent inter-governmental process on Sustainable Development 
Goals (SDGs) that is open to all stakeholders with a view to developing global 
sustainable development goals to be agreed by the UNGA. It put forth that poverty 
eradication in all its forms and dimensions, including extreme poverty, were the 
greatest global challenge the world was facing and an indispensable requirement for 
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sustainable development. In 1972, the then Prime Minister of India, Mrs. Indira 
Gandhi also emphasized, at the UN Conference on Human Environment at 
Stockholm, that the removal of poverty is an integral part of the goal of an 
environmental strategy for the world. The biggest change is that the creation of the 
SDG’s is being done in a more “bottom’s up” manner. While the Millennium 
Development Goals released in 2000 actually lacked significant input from NGO’s, 
activists, social entrepreneurs and business leaders in the developing world.  Every 
stakeholder i.e., governments, the private sector, civil society and people, has an 
effective role to play for accomplishing the sustainable development goals.  
 

It is quite important to note that the society of Assam is undergoing a rapid change 
while facing significant social challenges in various areas. To resolve various 
complexities and challenges of the society and meeting people needs, it is essential to 
select an effective tool and practice. The Honourable Chief Minister of Assam 
Shri Tarun Gogoi has advocated for a ‘sustainable green economic development’ 
model of growth in order to mitigate the hardships caused by natural disasters and 
foster harmony and co-existence between mankind and nature.” Government of 
Assam in association with other NGOs have come together to create sustainable 
development by the means of different policies, programmes and promoting 
investments for climate compatible development (The Business Standard). 

 

So it is of utmost importance for a biodiversity rich state like Assam to come up with 
corrective and adaptive measures to effectively fight any climate change that may 
deteriorate the social & economic stability or social & economic progress impacting 
the livelihood of local people along with reducing the social impact. And this exhibits 
the need for an approach to spread awareness, assess vulnerability and build 
capacities of stakeholders on a very large scale. This paper mainly draws on existing 
literature to focus on social entrepreneurship – an approach to facilitate sustainable 
development in Assam. 
 

The overall operations and target of a social enterprise is to address social and 
environmental problems with achieving overall financial sustainability of the 
initiative. Such initiatives would function within the guided philosophy of the 
sustainable development. That is how the field of social entrepreneurship is receiving 
increased attention across the globe in recent years as a prominent approach to 
achieve sustainable development (Drayton 2002; Bornstein 2004; Spear 2006; 
Steyaert and Hjorth 2006; Nicholls 2006a). 
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The language of social entrepreneurship is quite new, but the phenomenon is not. For 
a social entrepreneur, the social mission is fundamental. This is a mission of social 
movement that cannot be reduced to creating private benefits (financial returns or 
consumption benefits) for individuals. Making a profit, creating wealth, or serving the 
desires of customers may be part of the model, but these are means to a social end, 
not the end in itself. Profit is not the gauge of value creation; nor is customer 
satisfaction; social impact is the measure. Social entrepreneurs look for a long term 
social return on investment. They want to create lasting improvements, they think 
about sustaining the impact. 

 
Social Entrepreneurship 
 
A growing number of initiatives across the world seem to be defying the obstacles 
that have prevented individuals and providing services to the poor and disadvantaged. 
Addou, Fahmy, Greenward and Nelson (2011) identify the principles of social 
entrepreneurship to include; achievement of positive social impacts, non-conventional 
thinking, use of sustainable methods and innovation. Saifan (2012) building on the 
definitions of social entrepreneurship proposes boundaries to properly position social 
entrepreneurs in the spectrum of entrepreneurship.  
 

The ultimate focus of social entrepreneur is to create and sustain social value and 
impact as well as creating lasting improvements. Some of the definitions on social 
entrepreneurship is summarised in Table 1. 

 

Table 1: Definitions of Social Entrepreneurship 

Sl 
No 

Author(s) 
 

Year Definitions 

1 Fowler 2000 Social entrepreneurship is the creation of viable 
(socio-) economic structures, relations, 
institutions, organizations, and practices that 
yield and sustain social benefits. 

2 Brinckerhoff 2001 Social entrepreneurs are people who take risks 
on behalf of the people their organization 
serves. 

3 Thompson et al. 2002 Social entrepreneurs are people who realize 
where there is an opportunity to satisfy some 
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unmet need that the state welfare system will 
not or cannot meet, and who gather together the 
necessary resources (generally people, often 
volunteers, money, and premises) and use these 
to “make a difference”. 

4 Alvord et al. 2004 “Social entrepreneurship that creates innovative 
solutions to immediate social problems and 
mobilizes the ideas, capacities, resources, and 
social arrangements required for sustainable 
social transformations.” 

5 Seelos and Mair 2005 ‘Social entrepreneurship paves the way to a 
future that may allow coming generations to 
satisfy their needs better than we are able to 
satisfy even the basic needs of today’s 
population’. 

6 Roper and 
Cheney 

2005 “In its least problematic formulation, social 
entrepreneurship seeks to marry rational 
economic calculation and socially inspired 
vision”. 

7 Zahra et al. 2009 Social entrepreneurship encompasses the 
activities and processes undertaken to discover, 
define and exploit opportunities in order to 
enhance social wealth by creating new ventures 
or managing existing organisations in an 
innovative manner. 

8 Ziegler 2009 “So-called social entrepreneurs are transforming 
social dilemmas in developing countries into 
manageable problems, which they solve in 
innovative and entrepreneurial ways”. 

9 Ashoka 2012 Social entrepreneurs are individuals with 
innovative solutions to society’s most pressing 
social problems. They are both visionaries and 
ultimate realists, concerned with the practical 
implementation of their vision above all else. 

10 Moses et al 2014 “Activities of social entrepreneurs secure the 
right to live for the present generation and to be 
born for future generations as well as guarantee 
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their freedom to live while also having access to 
basic human needs.” 

11 Howaldt et al. 2015 Social entrepreneurs are agents of social 
innovation by acting entrepreneurially in a new 
frame of reference and thereby inventing, 
developing and achieving a new social practice 
in the society. 

 
Models of Social Entrepreneurship 
 
As societies search for more innovative, cost-effective and sustainable models to 
address social problems, “social ventures”, led by dynamic individuals called social 
entrepreneurs, have attracted increasing attention. Because they combine a social 
purpose with a for-profit mindset, these initiatives are seen as an effective way to 
cater to largely unsatisfied social needs, especially when traditional models are 
considered inefficient, ineffective and unresponsive. Although social entrepreneurial 
organizations have begun to receive more scholarly attention, we still know relatively 
little about how they are able to create both social and economic value. 

 

According to Kickul and Lyons (2012) social entrepreneurship can be looked at from 
the perspective of the individual entrepreneur, the enterprise, or the context within 
which the entrepreneur and her social enterprise operate. Social entrepreneurship is a 
process that involves the interaction of all three of these elements (Mair & Marti 
2006; Wei-Skillern et al. 2007). The process model of social entrepreneurship can 
guide our thinking about the phenomenon. Several models have been developed in 
order to portray the social entrepreneurship process by which an enterprise is formed 
and sustained to pursue a viable opportunity and maximize its impact.  
 

 Timmons model of the Entrepreneurial Process  
In the classical entrepreneurial process, entrepreneurs identify an opportunity, 
assemble the required resources, and start to implement their action plan. As a matter 
of fact, according to Timmons (2007), the entrepreneurial process brings together 
three essential elements: an opportunity, an entrepreneur or entrepreneurial team, and 
resources. These elements are closely linked, and are essential to the survival of a 
company in its environment. The only way for the enterprise to remain healthy and 
survive is the entrepreneur’s successfully keeping the opportunity, team and resources 
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in balance. As the opportunity grows over time, the team and the resources must grow 
as well. 
 

 The “People, Context, Deal, and Opportunity” (PCDO) Framework  
This other model was developed by four Harvard Business School professors 
(Sahlman et al., 1999) to explain the entrepreneurial process. The context in this 
model is put explicitly in the middle, surrounded by the opportunity, the deal and the 
people. The context represents all the factors that are beyond the entrepreneur’s direct 
control such as political, legal, cultural or economic events, affecting the nature and 
outcome of the opportunity. The entrepreneurial process is impacted by the context 
wherein it takes place, yet without being constrained by it. Opportunity is of vital 
importance, and it is therefore put at the top of the PCDO frame. It is what initiates 
the creation of a business. “People”, known as “Team” in Timmons framework, 
represents the human capital necessary to successfully operate a venture. The PCDO 
framework replaces the heading “resources” by “deal”, giving it furthermore another 
meaning. Actually, the term “deal” refers to how and to whom benefits of the 
entrepreneurial activity are dispersed. 
 

The Social Entrepreneurship Framework 
 
The social entrepreneurship framework, developed by Wei-Skillern et al. (2007), 
portrays the process by which a social enterprise is formed and sustained to pursue a 
viable opportunity or generate social impact. It identifies three major elements, as in 
the Timmons entrepreneurial framework or PCDO framework. These elements are: 
the opportunity, people and capital. 

 

The opportunity is the essence of an enterprise and stands for the possibility to add 
value to customers’ lives by meeting their needs. “People” includes the management 
team, employees, vendors, etc., but not the financing providers as in the PCDO 
framework. Capital refers to all sources of capital. 
 

The Social Entrepreneurship Process Model  
 

The Social entrepreneurship Framework developed by Wei-Skillern et al. (2007) 
leaves out the “idea-generation” process of creating a social opportunity. The “idea-
generation” process refers to the fact that a promising idea is firstly generated from 
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unmet social needs, and then developed into a viable opportunity, attractive to a 
variety of stakeholders. 
 

In order to take into account both social entrepreneurship process and the “idea 
generation” process, Jill Kickul and Thomas S. Lyons developed early 2012 a new 
hybrid model: the Social Entrepreneurship Process model. This model is composed of 
two stages that follow each other: In stage one, an idea is generated through the 
joining together of the entrepreneur’s individual motivation, influenced by his or her 
background, the social need to be addressed, and the current resources available to 
meet that need (the capacity of the community or society to fulfill the need). In stage 
two, The confirmed opportunity and the human and other resources to pursue it 
(capital and physical resources) are brought together to complete the social 
enterprise’s mission and achieve positive social impact. 

 

Sustainable Development 
Sustainable development as a concept, practice and an alternative for the existing 
economic order was proposed by the World Commission on Environment and 
Development (1987), known as Brundtland Committee in 1987.  According to the 
committee, “Sustainable development is the kind of development which meets the 
needs of the present without compromising the ability of future generations to meet 
their own needs.” Social, economic, and environmental are the three key aspects that 
have been receiving growing attention and recognition in discussion on sustainable 
development since 1987 (Holmberg, 1992; Reed, 1997; Harris et al., 2001). Norgaard 
(1994) says, ‘it is impossible to define sustainable development in an operational 
manner in the detail and with the level of control presumed in the logic of modernity’  

 
There is a definitional ambiguity associated with sustainable development in terms of 
what is to be sustained, what is to be developed, how to link environment and 
development, and for how long a time (Parris et al. 2003). 
 

What is to be sustained:                        What is to be developed: 
 

Nature         
People                       

Earth                                                                     Child survival 

Biodiversity                                                         Life expectancy 
Ecosystems                                                         Education 
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 Equity 

                                                                              Equal opportunity 
Life support                                                                 Economy  Ecosystem services                                                          
 Wealth 

Resources                                                             Productive sectors 

Environment                                                           Consumption 
Community                                                                 Society 

Cultures                                                                Institutions 

Groups                                                                     Social capital 
Places                                                                          States 

                                                                                  Regions 

 
Source: Adapted from Parris & Kates (2003) 

 

Seelos and Mair (2005) divide the essence of sustainable development into three 
major activities. They are aimed to satisfying basic human needs, creating 
communities that establish norms, rights, and collaborative behaviour as a 
prerequisite for participating in social and economic development, and translating the 
more abstract needs of future generations into action today. Ziegler (2009) highlights 
the current level of uncertainty about the future because of the failure of decades of 
effort to define what sustainable development might mean and how to achieve it. He 
further adds, “A way of acting without knowing all the answers might be to purposely 
shift our focus to those areas where possible solutions emerge”. 

 

UNCSD (2012) emphasises the need for capacity-building for sustainable 
development, enhancing financial support from all sources for sustainable 
development for all countries, in particular developing countries, role of women and 
the need for their full and equal participation and leadership in all areas of sustainable 
development, to promote education for sustainable development 
 

Borzaga et al. (2013) emphasizes that social entrepreneurship focus on innovative and 
entrepreneurial practices as short and long term solutions to social challenges (OECD, 
2011a). The implementation of the Millennium Development Goals showed that it 
was very difficult for the government to achieve sustainable development alone. The 
2030 agenda recognizes that traditional means of implementation need to be 
complemented by participatory mechanisms that facilitate people’s engagement, and 
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explicitly names volunteer groups as actors in their own right among the means of 
implementation. 
 

Social entrepreneurship: Contribution to sustainable development in Assam 
Several studies found that entrepreneurs’ action with sustainability innovation have 
played major role to preserve the eco system (Cohen and Winn, 2007; Schaltegger 
and Wanger 2010). Among the entrepreneurs, social entrepreneurs are in the fore 
front to create a sustainable society. They have taken up innovative practices 
especially in developing nations, such as, enhancing education, productivity, 
socioeconomic status of the marginalised people, physical health, waste management, 
energy retention and self-reliance of individuals and societies etc. for the same. Zahra 
et al. (2014) proposes social entrepreneurship-sustainability model that considers 
social entrepreneurship as an approach to become more sustainable as it moves 
beyond social, economic, and environmental efficiency and shifts 
toward effectiveness, thereby contributing to business sustainability. With the limited 
research and phenomenon understood so far, it has been projected as a panacea for all 
social problems (Mair and Marti 2006; Nicholls 2010).  

 

Social entrepreneurship involves various market strategies in order to attain 
sustainable solutions for social problems communities come across. The achievement 
of sustainable development still requires innovation and effective strategies especially 
for developing nations (Moses et al. 2014). There is growing evidence to prove that 
social entrepreneurs enhance social growth and promote sustainable development 
(Seelos and Mair 2005). The role of third sector in solving major social problems is 
quite evident since last few decades. Various studies have shown that social 
entrepreneurs have the potential to meet the challenges of sustainable development. It 
is undoubtedly a tool for overcoming social, economic and environmental challenges 
towards achieving the objective of sustainable development of any state or nation. 
Social entrepreneurship has emerged as an alternative developmental paradigm that 
sets out to revitalize social growth through adopting entrepreneurial approaches to 
address social problems. Currently, India’s fast growing economy has not managed to 
alleviate poverty completely from the country and the situation is no different in the 
North-Easters states especially Assam. By employing innovative business models and 
revenue models, social entrepreneurs are striving to address the social issues, while 
marinating the sustainability in all forms. Social entrepreneurs play a pivotal role in 
poverty eradication, changing sustainable and promoting sustainable patterns of 
consumption and production and protecting and managing the natural resource base 
of economic and social development which is essential requirements for sustainable 
development. It strives for just, equitable and inclusive and committed to work 
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together to promote sustained and inclusive economic growth, social development 
and environmental protection and thereby benefit the marginalised the socio-
economic section of the society.  

 

Why is social entrepreneurship considered to be more effective in comparison to 
other conventional tools towards meeting social problems as well as achieving 
sustainable development in Assam? Fischer and Comini (2012) highlights the fact 
that social entrepreneurs played a prime role in the expansion of opportunities for 
individuals to become self-emancipated, generating income as well as being able to 
lead and earn the livelihood envisioned for their children and themselves. 

 

A brief overview of the case examples and initiatives set stage for an attempt to 
provide a perspective on the importance of social entrepreneurship as an approach to 
create social value and facilitate sustainable development especially in a developing 
state such as Assam. 

 

Sri Sankaradeva Nethralaya 
 

Sri Sankaradeva Nethralaya is a non-profit service organization in view of the fact 
that it was established by a registered charitable trust-Sri Kanchi Sankara Health and 
Educational Foundation. The Institution has converted into reality the belief that the 
most modern and best service is useful only if it is provided at an affordable cost. A 
team of experienced, qualified and competent medical professionals remain vigilant 
to serve throughout the year. Latest technology and techniques enable the institution 
to serve with precision and perfection. 

The surplus from hospital functioning is allocated for free eye check-up, eye surgeries 
of poor patients, purchase of medical equipments, construction and building repairs, 
maintenance of assets, insurance, etc. The hospital has no organized sources of funds 
to support its outreach activities and has to depend on its own sources and small 
donations from the public to sustain its community outreach programmes. The 
prevalence of blindness is high in Assam and as such a serious thought for an 
intensive approach to outreach eye screening of community patients is immensely 
required. Sri Sankaradeva Nethralaya seeks the help and co-operation of all in its 
efforts to reduce blindness amongst the poor and needy people in the region who 
cannot afford quality eye care services. 

 
The institution gives free treatment to all patients who are below the poverty line. The 
surgeries are also made free of cost. The patients are also referred from various 
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NGOs, organisations, institutes and respectable citizens. Apart from these, hospital 
also provides free treatment for many other eye diseases to both indoor and outdoor 
patients. 

Nethralaya today has grown into a super specialty institution for ophthalmic care and 
receives patients from all over the country and abroad. It has gained international 
excellence and is acclaimed for its quality care and compassion.  
 

Sankara Nethralaya has been described by Shri Nani A. Palkivala, an eminent legal 
expert and former Indian Ambassador to USA, as the "Best Managed Charitable 
Organization in India". Sir Ratan Tata Trust has observed Sankara Nethralaya as a 
High Performing Knowledge Institution – mission driven, a proven track record, 
acknowledged nationally and internationally for its expertise and excellence in 
Ophthalmic care with almost all eye sub-specialties, good management systems, a 
vibrant set of human resources and a participative system of decision-making. 

 

Rickshaw Bank 
Dr Pradip Kumar Sarmah, an Assam based veterinary surgeon, was the man behind 
the setting up of the concept of ‘Rickshaw bank’. This social entrepreneurial initiative 
is transforming the lives of poor in Assam as well as in the country through 
innovative and sustainable business models.  Dr Sarmah, the social entrepreneur in 
this case, was borne out of the fact that majority of the rickshaw pullers drive rented 
rickshaws as they have no access to banks and end paying the cost of the rickshaw 
many times over. His focus was to come up with a solution to help in the rickshaw 
pullers to receive loans for purchasing a cycle rickshaw as paucity of funds was the 
major issue. The project was started in November 20. 2004 with the strategy of 
mobilizing poor rural migrants, urban poor and facilitating them with asset-based 
micro-finance package to have their dignified livelihood. In all cases, Rickshaw Bank 
service was a more competitive offering for the Rickshaw Puller. In a typical industry 
set-up, a rickshaw puller does not own the rickshaw, rather he takes it on rent. The 
rent is inclusive of the maintenance charge. The rent for the rickshaw differs from 
city to city and also upon the newness of the rickshaw. The rent for a rickshaw is 
almost equivalent to the amount charged by Rickshaw Ban as daily instalment. 
Another concern is that competitors could easily imitate the new design of the 
rickshaw and manufacture it for sale. Though this may prove to be a threat to 
Rickshaw Bank itself, it will aid in the spread of technology and thus scale social 
impact. 
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Seven Sisters Development Assistance (SeSTA) 
Seven Sisters Development Assistance (SeSTA) is a professionally managed not for 
profit business which believes that business engagement of well educated meaningful 
people at grassroots is most crucial for development of poor and marginalised 
communities. Established in 2011, SeSTA aims to catalyse development activities in 
Northeast starting with Assam, through the process of “Nirmaan”, by working for 
improved livelihood system and better wellbeing status of rural community. SeSTA 
recruits young professionals and grooms them as development professionals through 
its one year in-house training programme. SeSTA mobilizes women from poor and 
marginalized communities in the form of Self Help Group (SHG), village level 
organizations and block level SHG Federations and builds their capabilities around 
livelihood (agriculture, livestock, and skill development) so that they can enhance 
their income.  

 

Social transformation through working with vulnerable section of the society 
particularly women is the major focus of its livelihood programme. In agriculture, 
SeSTA worked with about 10185 families till 2014. SeSTA believes that to achieve 
sustainable development in Assam, it is crucial that every citizen, irrespective of their 
caste, religion and ethnicity, participates actively in the development process with a 
sense of equality, pride and dignity. In this process of development SeSTA plays a 
role of the facilitator to bring about such a change through a team of well educated, 
pro poor, caring, sensitive and sensible professionals. 
 

What does it all mean? 
 

Specifically, social entrepreneurship as a tool for facilitating sustainable development 
in Assam will be analyzed based on the extent to which the initiatives of the social 
entrepreneur or enterprise relate to what is considered as the key philosophies of 
sustainable development.  
 

What these examples and many other social entrepreneurial initiatives all over Assam 
have in common is that they satisfy key areas including satisfying basic-economic 
needs, systematic changes to create opportunities for the underprivileged or 
disadvantaged, and not comprising the rights of future generations to meet their own 
needs. Inspired social entrepreneurs have shown us new paths and solutions, basing 
their designs on local needs with the motive of achieving sustainable development.  
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Findings 
Some of the specific findings of the study are listed below: 
1.  The study has established that there is a relationship between social 

entrepreneurship and sustainable development, but in Assam it has not 
contributed to a great extent to sustainable development because it has not 
been treated as a specific area with different social impact. 

2.  The achievement of sustainable development still requires innovation and 
effective strategies especially for developing nations. 

3.  It was also found that the level of creativity and innovation in Assam is 
comparatively low and hence has adversely affected sustainability in Assam. 

4.  Social entrepreneurial initiatives all over Assam have in common is that they 
satisfy key areas including satisfying basic-economic needs, systematic 
changes to create opportunities for the underprivileged or disadvantaged, and 
not comprising the rights of future generations to meet their own needs. 

5.  The findings of the study posited social entrepreneurs as the driver to create a 
sustainable society in Assam by using innovation as a specific tool and means 
by which they exploit changes and create new values that trigger on 
sustainable development. 

6.  There remain considerable opportunities for further research in this area 
particularly in a state such as Assam. 

 

Conclusion  
 
Social entrepreneurs are able to bring about sustainable development in India will be 
too early to say that as the field and effort are still at embryonic stage but research can 
be done by using various established models as the concept of sustainable 
development remains a learning field. Although it is a well known fact that social 
entrepreneurship contributes to the minimization of social inequality, injustice and 
challenges and also acts towards the initialization of sustainable development (Moses 
et al. 2014). However the social impact of social entrepreneurs varies to a great extent 
in a developing state particularly Assam. Taking into consideration that very little 
research was carried out to explore the relationship between social entrepreneurship 
and sustainable development in Assam, hence this study attempts to throw light in the 
area.  

 

Ultimately, the researcher puts into perspective the fact that the initiatives of the 
social entrepreneurs bring about systematic changes to create opportunities for the 
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poor and socially deprives groups and also securing the rights of the future generators 
to meet their needs. 

Suggestions 
 

The paper argues that social entrepreneurial activities need to emphasize the right to 
live for the present generation and to be born for future generations as well as 
guarantee their freedom to live while also having access to basic human needs (Moses 
et al. 2014). Also the researcher puts forward the following suggestions; 

 
1. This paper strongly feels that in order to meet the social challenges in Assam, 
considering the impact of social entrepreneurship in the above case studies, there is 
need to have many social entrepreneurs to face the challenges. 
 

2. The researcher also suggests that the government along with corporate institutions 
should extend adequate support to social entrepreneurs in their endeavour to bring in 
a social change and thereby social sustainability in Assam. This may attract more 
individuals, groups and organizations to move into social entrepreneurship and 
provide innovative solutions to meet social challenges as well as utilize the enormous 
opportunities particularly present in the state of Assam. 
 

3. Lastly, the researcher suggests that social entrepreneurs should bring about a 
transformative societal change in Assam while also making certain that the needs of 
the future generations are not compromised. It presents much commitment and 
promise in realising a more sustainable world. 
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Mr. Singh owned his first credit card when private banks started providing it for an 
annual fee and the credit card usage was growing in online and offline market. 
However with the passage of time, banks turned themselves into “one – stop shop”; 
offering variety of products and services like utility bill payment, investment 
management, insurance, credit & debit cards so on and so forth. 
 
Mr. Singh has an account with a public sector bank which offered credit card without 
any annual fees and higher credit limit than previous card. One day he received a call 
from the card company offering him ‘protection insurance’ of Rs. 6,00,000/- at a 
nominal premium of Rs. 47/- approximately as an add on service on the card. The 
insurance primarily covered death/disability due to accident. He accepted the offer 
and paid the premium regularly.  
 
Meanwhile many banks started offering ‘card-on-card’ facility, with different 
schemes. Now he had almost four of them but he seldom used any of his cards for 
making his purchases. 
 
A year later, Mr. Singh received another call from the card company and he was 
offered ‘Raksha Plan’ (The plan was specifically designed and delivered by the 
bank’s insurance arm to its credit card holders). The plan offered cover of Rs. 
3,00,000/- for 5 years, double personal accident cover on death, required no medicals, 
age proof or salary slip and claim acceptance was guaranteed. The premium of Rs. 
3,000/- was to be paid only once and further provided for flexi-pay option in which 
the amount could be paid in easy installment of 12 months (Rs. 250/- approximately 
per month) and the premium paid was eligible for rebate under Income Tax Act. The 
plan was in addition to the existing ‘protection insurance’. 
 
The policy documents were to be delivered within 21 days of acceptance. Looking to 
all the benefits Mr. Singh accepted the policy with flexi-pay option and paid his first 
installment that was debited on his credit card.  
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Before paying the second installment, he called up the card company to inform them 
that he hasn’t yet received the ‘Raksha Plan’ documents. The customer service 
representative (CSR) took his complaint and assured him that he would receive the 
said documents very soon and he should continue paying his premium installments.  
 
Two weeks later, Mr. Singh called up again at the call centre number of the company 
and after holding the line for almost 10 minutes; he was connected to  CSR and told 
the him the problem and the promise made by the CSR in his earlier call. His call was 
transferred to the insurance department, which insured him that he would receive the 
documents within a week’s time. 
 
The wait turned out to be futile and the third installment was due. One day he was 
visiting his bank and bought the matter in knowledge of the local authorities which 
assured him to look into it and do the needful.  
 
A week later he again called up and this time it took him 12 minutes to get to CSR 
and narrated the entire incidence again and again got the promise to get the document 
within 4 working days. He paid the third installment.  
 
He received his statement showing the fourth installment due. Called up the company, 
repeated the same story but this time he noted the date, time of call and name of CSR. 
He was informed that the company had sent the documents to the address that was 
available (i.e. Current billing address). He checked from his local post office and his 
wife about the document and called the next day to inform that no documents were 
received till date. The CSR told that he would report the matter to seniors and would 
arrange for resending the documents. Mr. Singh kept on calling and paid fifth 
installment.  
 
One day while returning from office he realized that his wallet was missing which 
contained some cash and his card. He informed the company about the incidence and 
his card was blocked. He was requested by the company to lodge a complain of card 
loss in the nearest police station as well which he did the next day and preserved the 
copy of same. 
 
Despite of many calls made, he got only one thing from the company – promise and 
being frustrated by this he stopped paying his further installments. After one and a 
half month he received a letter from the company requesting him to clear his dues. He 
called up, told them the entire story and expressed his willingness to pay the due 
installments only after he received the policy documents that he has to submit in order 
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to obtain the tax benefit and again was requested to wait for 4 workings days. He also 
requested the company to cancel the ‘protection insurance’, which was done. 
 
He had decided to stick to his words to pay further premium only if he receives the 
documents. Two months later he received a call from the company’s local recovery 
office regarding his dues. He told them the entire incidence and emphasized that he 
has lost the card on which the policy was issued (Policy terms not applied to 
‘Defaulting Cardholder’ – i.e. Cardholder who has failed to pay the premium for the 
cover and /or has failed to pay the minimum amount due for three consecutive billing 
periods during the period of two year, commencing from the date when the premium 
amount for the cover is first charged). The local office called him twice and assured 
him that the matter will be reported to the head office and then the calls stopped. 
 
One evening he received call from company’s Chennai office which offered him a 
replacement card in lieu of the lost card, to which he refused. In his conversation with 
the calling officer he narrated the entire incidence and the officer promised him that 
this is a fresh card and the dues of the lost card (which were the unpaid premium 
installments) would be reversed and credited back to his account.  
 
The replacement card was delivered within 21 days and in the statement of his lost 
card that he received 2 days later continued to show the dues.  
 
He again called the Chennai office, reminded them of their promise and vehemently 
told that he won’t pay for the policy he never received and now he was no more 
interested in receiving the policy as the assessment year for which the policy was 
meant had already gone.  
 
Unsatisfied with the response and looking on to the regular statements of dues he 
decided to take the matter further with senior officers. He mailed to head – cards 
telling them what all had happened till date and asked for the refund of his partly paid 
premium. Two days later he received a full page length reply from AVP- Customer 
Service; in which he has written almost the same language that his department has 
been responding Mr. Singh till date and promised him that he would send the policy 
documents as soon as possible and requested him to clear the dues as the policy look 
up period was 30 days only (i.e. Within 30 days of the policy acceptance, the 
customer (if he/she wishes) can cancel the policy and get the money paid ( if any) 
towards the premium refunded). 
 
Mr. Singh’s asserted that this look up period neither was told to him when he was 
offered the policy and nor during subsequent conversations of almost 1.5 years with 
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the company. He also mailed him the scanned copy of the report he had done with the 
police station after the loss of the card and requested AVP to reverse the charges 
levied on him and refund his money. One day he finally received his policy 
documents which were of no use now. The conversation with AVP went on for days 
and every time Mr. Singh strongly put his point and demanded refund. Looking onto 
no positive response he stopped sending emails to AVP. 
 
One afternoon he received the statement of his card in which all charges levied till 
date were credited back to his account, making his total outstanding zero but didn’t 
had any refund of his part premium payment. 
 
Two days later he received a call from another card company which offered him 
critical illness and death benefit of Rs. 14,000,00/- at a premium of couple of 
thousand rupees to be paid in easy installments and tax benefits moreover! 
 
Short Teaching Notes -  
 
The case is meant to understand / to be discussed to bring following clarity to the 
students –  

1. Many companies, these days have multiple contact system for customers like 
IVRS, SMS, Chat, email and nonetheless physical branches. However owing 
to poor integration amongst these channels, the customer has to repeat the 
story every time at every contact point – afresh!. So these channels rather 
than being helping – turns out to be annoying. Hence these calls for channel 
integration strategy.  

2. The case also reflects back office – front office integration issue. The front 
office sells but the back office doesn’t deliver promptly. This leads to poor 
customer service – tall promises – short delivery.  

3. Many corporate practices cross-selling. But such customer brings a bad 
corporate image thereby blocking cross-selling in future.  

4. In nutshell, the case highlights poor customer service and being non-
responsive to customer. 

 
Use of the case –  
The case can be used in marketing or customer relationship management to highlight 
customer service and providing after sales service. Being open-ended case the teacher 
can hint some issues to guide the discussion.  

 
****The case is meant for classroom discussion only and does not imply any 

good/bad management practices**** 


